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A GUIDE FOR THE NATIONAL ADVERTISER 


BUFFALO, N. Y.—Windo-Craft Display Service, Inc., 376-378 
Pearl St., Buffalo, N. Y. Branch offices in Rochester, Syracuse, 
Albany, Poughkeepsie, and Erie, Pa. 





CALIFORNIA—Parmiey Window Display Service, 1220 W. Pico 
St., Los Angeles, and 160 Seventh St., San Francisco. Branch 
offices and warehouses at Oakland, Fresno, Sacramento and San 
Diego. 





CHICAGO, ILL.—Fisher Dispiay Service, Inc.. 560 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national ad- 
vertisers. Est. 1916. Hundreds of national advertisers as references. 
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CINCINNATI, OHIOQ—Cincinnati Display Service, 519 Main 
Street, Walter G. Vosler. A dependable service covering southern 
Ohio and northern Kentucky. 





CLEVELAND, OHIO—Modernistic Adv. Service, 3288 Kildare 
Rd., Cleveland Heights. Window installations that sell goods and 
house-to-house advertising distributors. A responsible coverage of 
the Cleveland market. 





CODY, WYO.—Headquarters of The Sherwood Display Service, 
catering to national advertisers who desire better installations in 
Montana and Wyoming. 





COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 





HUNTINGTON W. VA.—Union Bank Bldg. CHARLESTON, W. 
Va.—Daniel Boone Hotel Bldg. West Virginia Advertising Co. A 
modern service that satisfies its clients. 


KANSAS CITY—National Displays Co., 3025%4 Troost Ave. 





LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as 
Trenton—the world’s richest market. We install ‘‘merchandised” 
displays that create sales instead of ordinary installations. Ref- 
erences from any national advertiser we have ever worked for. 
Write for booklet. ‘““Merchandised Window Displays.” 





NEW JERSEY—New Jersey Window Display Service, Inc., 
501 Ogden St., Newark, N. J. A reliable and modern window dis- 
play service, offering the finest type of window display installz- 
tions throughout the state. 





NEW ORLEANS, LA.—I. L.. Lyons & Co., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, 
Lake Charles, Monroe and Shreveport, La. 





PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania. New Jersey and Delaware. Write for a 
list of satisfied clients. 





PITTSBURGH, PA.—Arcee Vee Display Service, 109 De Sota 
Street. Coverning western Pennsylvania, eastern Ohio, northern 
West Virginia. Quality and service that satisfies. 





PITTSBURGH, PA.—Artcraft Display Service, 821-823 Locust 
Street. Covering western Pennsylvania, eastern Ohio and north- 
ern West Virginia. Cooperating with retail trade associations. 
Bank references and list of satisfied customers on request. Under 


personal supervision of R. C. Vaught. vice-president and sales 
manager. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main 
Street. Write L. M. McMahon for data concerning outhern New 
England territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main Street. 





ROANOKE, VA.—Roanoke Window Display Service, Box 1146. 





SEATTLE AND WESTERN WASHINGTON—Wind-O-Display 
Service. A. H. Olson, Manager. A reliable display service. 
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COVER 


From Bloomingdale's, New York City, comes 
this beautiful display, created by S. Blum, 
of a gown and sequin jackets. A white rep 
center drape was used, with corrugated cop- 
per panels at each side. Cut-out stars twin- 
kled down the panels in the center, and 
around the bottom of the copper sheets. An 
article and other Bloomingdale displays are 


on pages 10 and II. 


OUR NEXT ISSUE 


Frank W. Spaeth, sales promotion man- 


ager, National Retail Dry Goods Association, 


contributes an article on the place of the dis- 
play director in the modern retail store. 


Charles H. Oppenheimer discusses the rela- 
tion of packaging to sales through display. A 
feature by David Arons, Gimbel Bros., Phila- 
delphia, and many others by leading men in 
the display field, will add to the interest and 
value of the November issue. 


1935 


"Simplicity in presentation, concentration 
on a single idea, and harmony between the 
display and the merchandise presented form 
the key-note of today's display. The success- 
ful displayman of today must be an expert 
psychologist. A display is no better than the 
amount of thought and effort put into it."— 
L. E. Summerton, William R. Moore Dry 
Goods Company. 
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Light, Color, Action — 
three fundamentals of 
eye-compelling attraction 
all combined in our 


Bestomatic 
Color 
Spotlight 
Paint your background 


with a constantly chang- 
ing colored light, or spot 


Less Bulbs 





New Sensational 
Best Automatic Slide 


Crystal Ball 


Suspended by one _ hook, 
having one outlet. For cor- 
ner or island windows. 
The two Bestomatic color 
spotlights can be used sep- 


er $150.00 











some’ individual item. s 
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“the impulse to buy begins with the eye!” 

© 1S 

Lary 
why 


@stop the crowds, catch 
the eye, and appeal to 
them with 


DESIGN SERVICE 


Just send for Display Designs—as many as you 
need. You get—without cost or obligation, Dazian's 
""MASTER-MADE" designs; never-before-used back- 
grounds that “beckon to buyers; created by the 
nation's greatest source of Distinctive Fabrics and 
Features. Get samples,—and your FREE Designs, 


NOW! 


DAZIAN’S, tx. 


DISPLAY FABRICS 
142 W. 44th St. New York, N. Y. 


CHICAGO—308 N. Wabash Ave. 
BOSTON—80 Boylston St. 

LOS ANGELES—728 S. Hill St. 

» ST. LOUIS—915 Olive St. 
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The Power of Display Will 
Dush 1.A.D.M. Forward 


There are many reasons why the recently 
concluded I. A. D. M. convention was a tre- 
mendous success and was recognized as one 
of the most, if not the outstanding conven- 
tion of the association. 

In planning it the national officers and 
the convention committee gave a great deal 
of consideration and exerted every effort 
toward increasing and establishing a more 
active market for display materials. Every- 
thing possible was done to make this con- 
vention successful for the exhibitors as well 
as for the displaymen. All reports from 
exhibitors indicated they were more than 
satisfied. 

In planning the program and departmental 
sessions unusual steps were taken in order 
that they be educational, constructive and of 
importance to every member of the profes- 
sion. Expressions from the attending dis- 
playmen were of a most satisfactory and 
encouraging nature. These statements ex- 
pressed a new and increased enthusiasm. 
Most gratifying of all was that the attending 
members, manufacturers and displaymen 
alike, were so enthusiastic about the future 
possibilities of the I. A. D. M. that they 
have offered their wholehearted cooperation 
in its further development. All of us in 
the profession know what is needed, and 
we realize that now is the opportune time 
to emphasize and publicize, as well as to 
continue to prove the importance of display 
advertising by association and through the 
national office of the I. A. D. M. 

We all know that in the past few years 
the use of this medium has advanced with 
leaps and bounds and with the results being 
obtained it will soon be recognized by all 
as one of the most important. The question 
has been asked “Why the increased emphasis 
on display?” Without a doubt, in the past 
four or five years the attention of the mer- 
chandising retail world has been directed 
rather forcibly on window display adver- 
tising. Of course, there are many reasons 
for this unusual amount of attention. How- 
ever, I will cite only a few of them. 

In the past the majority of the display 
advertising men were only interested in the 


By GLEE R. STOCKER 
President, |. A. D. M., St. Louis, Mo. 





Glee R. Stocker 


technical execution of their work. That is, 
they were more interested in design, art 
work, construction of backgrounds and the 
like, than they were in the results obtained 
by their displays. With all due respect to 
the men who were known as displaymen 
and window trimmers, they neglected to 
educate themselves along the lines of mer- 
chandising, along the lines of psychology, 
and along the lines of business. Therefore, 
they were not able to go to their superiors 
and explain their needs for appropriations ; 
they were unable to explain the possibility 
of obtaining greater results from increased 
expenditures. This resulted in there being 
only a few men in the display field who 
were capable of handling such valuable 
property as window display space. These 
few men were, naturally, retained by the 
large department stores who were the first 
in the retail field to recognize the value 
of their window space to the extent of ap- 
propriating a definite expenditure for dis- 
play purposes. 

The men who held those positions were 
naturally of the higher type, being well 
educated, and in many instances, with mer- 
chandising or advertising experience. If 
they lacked previous merchandising or ad- 
vertising experience they were able to de- 
velop themselves along those lines to the 
extent where they were capable of doing a 
real selling and institutional advertising job 
through their windows. These men in the 


department stores, holding the most import- 
ant positions in the display field, acted as 
the nucleus around which has been built 
a most important profession. They trained 
their men, who in due time either advanced 
with their particular organization or found 
other positions. As more of these men be- 
came trained they began to spread out over 
the country, thus spreading the importance 
of display and encouraging its further de- 
velopment and use. Some thirty-eight years 
ago this same _ serious-minded and far- 
sighted group of displaymen realized the 
great value of display and also visualized 
it as one of the most important advertising 
mediums for the retail world. With such 
thoughts in mind they organized what is 
known as the International Association of 
Display Men. The sole purpose of this or- 
ganization is to educate displaymen to fur- 
ther develop display advertising through the 
association of ideas and research. This or- 
ganization has been a great factor in the 
development of display advertising and has 
been greatly responsible for the increased 
emphasis on display. 

Another field that has been partly re- 
sponsible for the increased emphasis on dis- 
play is that of the national advertisers of 
such items as cigarettes, patent medicines, 
cosmetics, and other drug store items. Al- 
though for several reasons I do not believe 
the majority of these national advertisers 
are getting the most from their displays, 
I do give them credit for recognizing the 
value of window display to the extent that 
they furnish their many outlets with com- 
plete displays and pay the cost of their 
installation. The success of these national 
advertisers has caused many large manu- 
facturers to recognize the value of this me- 
dium. As an example, the Westinghouse 
Lamp Company, for the year 1935, developed 
a complete year’s supply of window displays 
which were furnished to their dealers in 
one shipment. It was handled in this man- 
ner to give each dealer a variety of displays 
from which to make a selection so he could 
take advantage of timely or seasonal pres- 

[Continued on page 32] 
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The Ever=Dopular Mickey 
and Minnie Mouse 


Called the most popular cartoon charac- 
ters ever created, Mickey and Minnie Mouse 
in a window display have an uncanny power 
to stop children—and their parents, too—at 
the first glance. Especially is this true if 
they are in motion. Displaymen were not 
slow to grasp the fact that the two mice 
were an unfailing attraction at Christmas 
time and that their tie-up with the holiday 
season was a natural. To lead the chil- 
dren from a Mickey Mouse window into the 
store by the promise of a toyland treated 
in the same manner is easy. 

Several illustrations are given with this 
article, showing how three displaymen used 
the two animated cartoon characters in 
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clever window and interior trims. The 
displaymen are A. J. Roeder, The William 
H. Block Company, Indianapolis; Carl 
Shank, Stix, Baer & Fuller Company, St. 
Louis, and K. Duncan, The Boston Store, 
Milwaukee. 

The Roeder window, which was described 
by those who saw it as “sensational,” was 
a general tie-up with the toy department, 
as all of Walt Disney’s animated animals 
were used in that department on posts, 
ledges, booths, etc. They were all mechani- 
cal and were made of papier mache. The 
central figures of the window were ani- 
mated, showing Santa Claus playing a piano 
while all the animals danced. One of the 









Plenty of motion, 
_ Horse ehibee sation 


Mickey and Minnie. runnin a race . 


A 





features of this window was the card on 
the glass at the right, indicated by Mickey’s 
hand, with a beam of light showing through 
the hole and focussed on an “electric eye” 
located on the switch of the display. By 
covering the hole in the card and breaking 
the beam of light the action in the window 
was halted. The card read “Stop the dance 
by placing your hand over this hole.” 
Mickey and Minnie, standing on drums 
made in the store’s studio, were also 
mechanical, 

Two of four toy windows installed by 
Carl Shank are shown here, both of them 
being mechanical. The posters in the win- 
dows tell the story of the motion effect: 
“Mickey and Minnie, running a race, plenty 
of motion, getting no place! Horsecollar 
wins in spite of Min’s trick, making poor 
Pluto look kinda sick!” and “Minnie is 
pumping Clarabelle’s tail, expecting this to 
fill the pail... poor Piggy’s so hungry he’s 


—The central figures in the Mickey Mouse 
Toytown window were animated, Santa 
Claus playing a piano while the animals 
danced. An electric "eye" could be oper- 
ated to stop all action by covering a cer- 
tain spot on the glass from outside the 
window. The window was by A. J. Roeder— 


—Mickey rides Horsecollar to victory past 

the judges’ stand, in this window by Carl 

Shank, while Minnie dangles a weiner be- 

fore Pluto's nose in an effort to get a final 

burst of speed. All principal figures in the 
display were animated— 
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—Another holiday toy window by Carl 
Shank shows Minnie pumping the cow's tail, 
while Mickey does the milking. The horse 
and one of the Three Little Pigs look on— 


—The broadcasting station and theatre 

shown in the window by K. Duncan was 35 

feet long. A peep show was one of the 

attractions, where the children by peering 

into mirrors could see themselves as Mickey 
or Minnie Mouse— 


—Toyland houses were made of wall board 

in the window shown at the bottom of this 

page, which was also created by K. Duncan. 

Large sticks of candy supported the differ- 

ent roofs. The principal characters were 
mechanical— 


ready to cry, Mickey says, ‘Minnie, I guess 
the cow’s dry.” 

In two other Stix, Baer & Fuller win- 
dows, Shank constructed a fairy tale vil- 
lage, Christmas card design. The fantastic, 
colorful buildings were of cerise, purple, 
orange, and yellow. Art glass illuminated 
windows were used. 

The exterior of a Mickey Mouse theatre 
is shown as installed by K. Duncan. The 
theatre was 35 feet in length, with Mickey 
Mouse talkies, and proved very successful. 
A broadcasting station where the children 
were invited to talk to their parents over 
the air was featured, as was a “Peep Show” 
where the children saw themselves as 
Mickey or Minnie, through the use of mir- 
rors. A gigantic Santa Claus, which un- 
fortunately does not show in the photo- 
graph, was used also. At the end of the 
trip through the various attractions the 
children were given a surprise package for 
25 cents. 

Duncan used six windows to. present 
“Walt Disney Silly Symphonies” for the 
holidays. Two of them are shown in the 
illustration below. The windows were 
mechanical, with toyland houses made of 
wall board. Huge sticks of) “candy” sup- 
ported the roofs. Mickey and Minnie, of 
course, played an important} part in each 
window. 
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Hecht’s Find “Practical Gifts’ 
Theme of Timely Value 


“The Store of Practical Gifts’ was the 
slogan of The Hecht Company’s holiday 
promotions for 1934. Of course, the same 
idea has been used countless times and will 
be used hundreds of times in the future. How- 
ever, we felt that in 1934, with the lesson 
of the depression still deeply engraved in the 
minds of the public, practicability in the giv- 
ing of gifts would be a theme which would 
have a very timely and sensible appeal. If 








By JAMES STYLES 
The Hecht Company, Washington, D. C. 


five years of “economic readjustment” had 
not convinced the public that giving frivolous 
gifts was a sheer waste of money, then noth- 
ing would ever convince them. 

Accordingly, all our windows, with the ex- 
ception of the toy windows and similar dis- 
plays, were planned with this thought in mind. 
Backgrounds consistently carried the slogan; 
posters used similar wording to give the same 
theme in different terms. 





For instance, in the display of coats shown 
here, the background, which was of a medium 
blue, had the phrase, “The Store of Practical 
Gifts” in cut-out letters of silver. A silver 
wreath framed the words “A selection by 
Fashion Congress of America,’ in red and 
white. Large gift boxes of red and white 
matched the design used by the store for gift 
packages. The box at the right of the win- 
dow was opened to give the impression that 
the mannequin wearing the leopard coat had 
just literally “stepped out of a band-box.” 
A group of accessories in the rear center 
of the window completed the display. 

For the men’s novelties window the walls 
and set-up were of beige. A grotesque figure 
made of cardboard and bearing gaily dec- 
orated Christmas packages was placed at each 
side of the window. The top hats were of 
beige and the coats were red. The gift novel- 
ties were placed on red and silver corrugated 
display material, in a step setting. A brightly 
colored cutout was used against the red back- 
ground of the panel at the rear, framed in 
stained wood. 

The same background discussed in the 
description of the first display, mentioned 
above, was used for the radio display, with the 
shadow box in the background and on the 
floor covered with white cellophane. The 
same material was used to wrap the radios, 
which were tied with huge bows of red. rib- 
bon. The modernistic Christmas trees were 
made with green metallic paper. 

Lounging pajamas were shown against a 
blue background on which the holiday slogan 
appeared. A silver wreath enclosed a shadow 
box of red and white Christmas paper. The 
shadow box on the floor was trimmed in sil- 
ver moulding. 

For the toy window a guard-rail was neces- 
sary on the outside of the glass to keep the 


—for the coat display, a medium blue 

background with letters of silver was used. 

The wreath in the center was of silver, with 

red and white lettering enclosed. The large 

gift boxes matched the gift boxes used by 
the store— 


—The grotesque figures in the men's gift 
window were made of cardboard, with red 
coats and beige hats. Pedestals were made 
of corrugated display material in red and 
silver, with the steps made of the same 
material in red. The panel in the back- 
ground was of stained wood, with the color- 
ful cut-out figures mounted on a red back- 
ground— 
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—Using a beige-colored background, the 
radios were wrapped with white cellophane 
and tied with large red ribbons. The 
shadow box in the background and also the 
one on the floor were covered with cello- 
phane. The modernistic Christmas trees 
were made with green metallic paper— 


—A blue background, with silver letters, was 
used for the lounging pajama window. The 
silver wreath enclosed a shadow box of red 
and white Christmas paper. The shadow box 
on the floor was of blue, trimmed in silver 
moulding. The boxes behind the manne- 
quins matched the gift box colors of the 
store— 


—An electric train ran continuously around 

the outside of the trim in the toy window, 

while a loud speaker with outside hookup 

gave train sound effects. Santa Claus and 

the two children in the center group were 

animated. A medium blue background 
was used— 


crowds from weakening the window pane. 
Huge silver wreaths enclosed Santa Claus 
heads done in red, silver, and white, and 
were mounted on the blue background. Santa 
and two children in the center of the display 
were arranged mechanically so that they were 
in action. An electric train ran outside the 


trim, while a loudspeaker hook-up on the © 


outside furnished train sound effects. Through 
the same means, Santa Claus spoke at inter- 
vals to the children looking into the window. 
Cut-out letters at the top of the display back- 
ground said, “Escalators Lead Direct to Toy- 
land.” 





1936 |. A. D. M. Convention 
Dates Announced 

Upon the recommendation of the conven- 
tion committee of the Greater Cincinnati 
Display Club, I. A. D. M. President Glee 
R. Stocker has approved the following dates 
for the 1936 I. A. D. M. convention to be 
held at Cincinnati: June 29, 30, July 1 and 2. 
The Netherland Plaza hotel has been chosen 
as the convention hotel and unusual facili- 
ties will be provided for both the manu- 
facturer’s exposition and the general ses- 
sions. It will be noticed that the conven- 
tion is being held earlier this year, so as to 
give attending displaymen the opportunity 
of getting display ideas for both the fall 
and holiday seasons, which is a decided ad- 
vantage to the profession and to display 
manufacturers. The Cincinnati club, under 
the able guidance of S. Joseph Youtcheff, 
has already planned many of the preliminary 
features of the convention and the work 
will be carried on by a group of special 
committees under the direction of a conven- 
tion chairman yet to be appointed. 





Barry Passes Away After 
Lingering Illness 

George A. Barry, manager of the window 
display service department, F. Altman & 
Son, Columbus, Ohio, died Tuesday, Sep- 
tember 10, after a lingering illness. Barry 
was well known in the display installation 
business and was usually present at meet- 
ings of Window Advertising, Inc., with 
which his company was associated. 
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Off With the Old and 
On With the New 


From the traditional to the modernistic 
is a long step, but sometimes it is one which 
is advisable and profitable. People grow tired 
of the same thing year after year. It oc- 
curred to us that they might easily be weary 
of the ancient Christmas trims which have 
been used for no one knows how long. We 
decided we would have no more of the cus- 
tomary holiday effects, but would attempt 
something entirely different. Our problem 


By WINTHROP B. FRYE 


Wn. Filene's Sons Company, Boston, Mass. 


was to maintain the holiday spirit, effect a 
pleasing, attractive decoration of interior 
and windows, and avoid the trite and cut- 
and-dried. 

The solution was found in the use of wood 
and metal creations, carried out in a color 
scheme of red and silver. The public was 
most enthusiastic in approving what we felt 
was a distinctly new interpretation of Christ- 
mas display. 
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The large pillars on the street floor were 
encased in corrugated chrome metal, mounted 
on a red wood base and surmounted with 
garlands of silver holly. On two sides of 
the columns red and silver louvres extend- 
ing vertically diffused a soft light that re- 
flected from the metal on twenty-eight posts 
treated in the same way. Scores of lights, 
collectively, gave a brilliant effect. Between 
posts, large urns on the ledges carried huge 
silver poinsettias illuminated by floodlights 
placed in the bottom of each urn. Red cello- 
phane was tied around the top of the urns, 
with a large bow on two sides. The bal- 
cony had triple sconed chrome light fixtures 
hanging from brackets on each pillar, with in- 
direct lighting reflecting up through the tiers. 
The base of each light was festooned with 
silver holly. Between posts a large red circle 
carrying a silver wreath with red ribbon fes- 
toons added warmth and color. 

The entire interior display was most effec- 
tive, using just two colors in the correct 
proportions. 

How the same idea was carried into the 
window displays is shown by the illustra- 
tion below. In a center recess at the back 
of each window a polished chrome panel of 
corrugated design scintillated and reflected 
back the bright rays of six thousand candle- 
power of light. As an equalizer and stabilizer 
for color and warmth, a panel of intense red, 
with a wreath of silver holly, occupied space 
at each end of the windows. The long-ac- 
cepted red and green for Christmas decora- 
tions had been supplanted by modern chrome 
metal supported by a gorgeous red. 

The effect was most exhilarating. One felt 
that a distinct step, very definite in its ap- 
plications, had been taken in the age-old cus- 
tom of Christmas decoration. 


—Breaking away from the traditional red 
and green, Filene's encased the pillars on 
the street floor in corrugated chrome metal, 
mounted on a red wood base and _ sur- 
mounted with garlands of silver holly. Red 
and silver louvres diffused a soft light from 
the metal on twenty-eight posts decorated 
in this way. Between posts a large red 
circle carrying a silver wreath with red 
ribbon festoons added warmth and color— 


—The same treatment was accorded the 
display of lounging pajamas and lingerie. 
In a center recess at the back of each win- 
dow a polished chrome panel of corrugated 
design reflected the rays of 6,000 candle- 
power of light. A panel of bright red, with 
a wreath of silver holly, occupied space at 
each end of the windows— 
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Cooperation of Departments 
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Means Increased Business 


Many stores lose the intended benefits 
which might be realized through proper co- 
ordination of their advertising and display 
departments. Too often a campaign or pro- 
motion is instituted by the advertising and 
display departments which falls lamentably 
short of its true sales potentialities merely 
through lack of proper teamwork between 
the two departments. 

To cite a personal experience, the Junior 
Department of our store, while doing a fairly 
outstanding business, found that it was not 
getting the proper reaction from newspaper 
advertisements, and that a promotion of new 
and daring merchandise was not eliciting the 
initial response which the goods merited. A 
careful analysis of the problem disclosed the 
fact that the local public must be educated to 
a novel item through seeing it in use or by 
trying it themselves, as well as through news- 
paper or other advertising. Before such edu- 
cation has been properly administered, the 
public is not inclined to make its purchases 
in any considerable quantities. 

The solution to the problem then became 
fairly apparent; it lay merely in showing 
the item in window and departmental displays 
at the same time the merchandise was being 
exploited in the papers. As a consequence, 
we found that whenever the junior depart- 
ment came out with a “first,” if we built up 
the proper coordination through the medium 
of our display and incorporated in the display 
clever copy describing the highlights of the 
goods on view, our response increased ac- 
cordingly. Of course our displays were ar- 
ranged so that the outstanding points of the 
merchandise were practically self-explanatory. 
This is only one instance where coordination 
proved successful. A dozen others might be 
given. 

The wide-spread advertising generally done 
by all live stores in a community does not 


—The floor of the riding habit window was 
covered with moss. The background of two 
panels was a dark green. The panels were 
6 feet high, and bordered a blow-up of a 
racing scene approximately 3 feet by 5 feet. 
The scrolls at the top of the panels were 
cut-outs, painted in blue and white. The 
poster reads "Get the Peerless Habit''— 


—The cotton display had a background of 
monk's cloth, with the heads, arms, and legs 
of the cut-out figures tacked onto the cloth. 
The dog was cut from wall board, and had 
natural cotton glued to the board. The 
words on the background, "Cotton is King," 
were cut-outs. A poster in the foreground 
explained the derivation of the phrase— 


By FRED D. REDER 
Peerless Company, Troy, N. Y. 


possess the individual appeal that it formerly 
had. The consuming public has unquestion- 
ably become extremely critical. For the most 
part, it has adopted a “show me” attitude, 
especially in the communities which have a 
compact shopping area where stores are in 
close proximity. Many times the prospective 
customer is drawn away from the merchan- 
dise advertised by some more eye-appealing 
presentation of a competitor and the true 
sales value of the goods is lost. Whereas, 
if the advertising department had gotten to- 


gether with the display department the entire 
sales possibilities of the item advertised could 
have been attained through the cumulative 
effect of newspaper advertising and display. 

How can the situation be corrected? In 
my opinion, the display and advertising depart- 
ments should always come under one head. 
A budget, instead of the comparatively small 
allotment generally given to the display de- 
partment, should be combined, in control of 
one head, and disbursed accordingly. We, 

[Continued on page 29] 
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*“Story-Book Land’ Comes 
To Bloomingdale’s 





The young visitors to Bloomingdale’s 1934 
toy floor walked straight through the pages 
of “Alice in Wonderland” and into a country 
of enchantment nearly as fantastic and bizarre 
as did Alice herself after her long fall down 


the well. On all sides in the toy department 
were characters and scenes familiar to every 
boy and girl who made the fascinating trip 
through the modern fairyland. 


And they found they cova cee 


By S. BLUM 
Bloomingdale's, New York City 
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At the entrance, formed by enormous books 
titled “Peter Rabbit,” “Cinderella,” “The 


Little Bears,” and “A Trip Through Story 
Book Land,” tickets were sold for fifty cents, 
permitting the children to make the journey 
and receive a surprise package at the end 
of the walk. Cut-out figures of story book 
heroes decorated the columns at the entrance. 
A short distance from the door the children 























walked through a large blow-up of a page 
from “Alice in Wonderland,” and each stage 
of the trip was reached by passing through 
a page from some favorite story. A midget, 
dressed as a gnome, guided the children, 
who, as they passed each page, saw dioramas 
with mechanical action along the sides of the 
wall, depicting the scenes of the tales. 

These scenes showed the prince placing the 
slipper on Cinderella’s foot while her two 
shrewish sisters stared in envy; Red Riding 
Hood accosted by the wolf in the forest; 
Buck Rogers winning a victory over the vil- 
lian; Peter Rabbit being spanked soundly by 
his mother; the three little bears eating their 
porridge in a very lively manner; and Robin- 


—Huge blow-ups of pages from the books 

illustrated by the scenes in "Story-Book 

Land" were broken away to permit passage 

for the visitors. Along the wall were ani- 

mated dioramas, while a realistic jungle 
formed the left wall— 


—The entrance to Bloomingdale's '"'Story- 
Book Land" was appropriately formed by 
giant books, made from wall board, and 
with familiar titles. Characters from the 
books were used to decorate the columns at 
the entrance. Tickets for the trip and a sur- 
prise package at the end of the journey 
sold for 50 cents each— 
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—Children probably got the shock of their 
lives when they first saw the lion in the 
jungle scene open his mouth ferociously. 
But it was all in fun. The owl and the 
other figures were animated, even Tarzan 
swinging from tree to tree— 


—Another view of the jungle scene is shown 

in the photograph in the middle of the 

page. The midget who was dressed as a 

gnome is at the right center, while a por- 

tion of the diorama gallery is visible at 
the left— 


—In the cosmetic display the center drape 
was white rep with a rayon wave. The 
frame was of wood, with cut-out stars which 
had blinking lights. The garlands were of 
thin copper sheeting, with white berries. 
The floor covering was also white— 


son Crusoe on a raft which tossed and pitched 
on mechanical waves. 

At the left of the passage was a really 
thrilling jungle, with all the necessary tropical 
trees and plants. A life-size figure of Tarzan 
swung from tree to tree. A mechanical mon-. 
key perched in the foliage, as did an owl 
which flapped the two ear-like tufts of 
feathers on his head. Other birds and animals 
were scattered plentifully about, including a 
fierce-looking lion which opened and closed 
his formidable jaws. 

There were live models, costumed as “Alice 
in Wonderland,” “The Mad Hatter,’ and 
“The Knave of Hearts,’ who greeted the 
children and guided them all through their 
journey. At the end of their walk they met 
Santa Claus, sitting on a large red and gold 
throne, who asked what they wanted for 
Christmas and distributed their surprise gifts. 

Adults who passed Bloomingdale’s windows 
found equally effective displays arranged with 
a modern touch which still retained an ample 
quantity of the holiday spirit. In the cosmetic 
display shown here, the center drape was 
white rep with a rayon wave. The frame was 
made of wood, with cut-out stars which had 
blinking lights. The garlands were of thin 
copper sheeting, with a white berry. The 
floor covering was white. 

Much the same design was followed in 
4 the display of the gown and sequin jackets. 
i The white rep center drape was used again, 
with corrugated copper panels at each side. 
Cut-out stars twinkled down the panels in 
the center and around the bottom of the 
copper sheets. 

Incidentally, the Story Book Land feature, 
which delighted New York children by the 
hundred last year, will be used again this 
year—but in a land where the holiday season 
finds window displays of bathing suits and 
other summer merchandise. The entire fea- 
ture has been purchased by a store in Aus- 
tralia. So when Christmas rolls around this 
year, children in the land “Down Under” will 
stare in wide-eyed joy as Tarzan swings on 
the vine and “Alice in Wonderland” and the 
other loved characters add their bit to holi- 
day happiness. 
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Dersonal Wires From santa 
Used As Gift Hints 


By J. ALLYN DEAN 


The MacDougall & Southwick Company, Seattle, Wash. 


Three factors combined to create interest 
in the “Direct Wire from Santa” window 
which MacDougall’s used as part of a store- 
wide Christmas promotion. First, passersby 
always are attracted by human beings in 
a window, even if it is only a displayman an 
hour behind schedule in the installation of 
a display. Second, every one is interested 
in telegrams. And finally, there was an ef- 
fect of a real situation in the display, and 
naturalness is an attention-arrester of much 
power. 

Working with the Western Union on this 





display, we had a “direct wire” run to the 
window from the telegraph office and had 
actual Christmas selling messages sent over 
a tape receiving set to the operator in the 
window. Following the usual routine of re- 
ceiving the messages, the girl pasted the 
strips of tape onto a “Greet-o-Gram” form, 
which was then handed to the messenger 
boy, who copied the words of the message 
on a giant telegram, three feet by five feet, 
mounted on a poster board of approximately 
double that size in the rear of the window. 
A small group of gift suggestions was 
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placed at each side of the window, and 
“Gift-o-Grams” were used as decorations 
for the groups, as well as to form a border 
around the poster. 

The messages were prepared by our ad- 
vertising manager and pertained to all lines 
of merchandise, suitable for gifts, in our 
stock. The suggestions were sent to the 
telegraph office and were then relayed by 
wire to the girl in the window. Crowds 
stood outside reading these messages 
throughout the entire time the window was 
in action, which was from noon until five 
o’clock each day. When the window was 
not in operation a reader was placed in 
the window announcing “Watch this window 
each afternoon for direct wires from Santa 
Claus, and solve your gift problems.” 

The following are typical “wires” sent, 
each with an individual’s name: “No gift 
your family’s going to enjoy more than a 
radio. Suggest new Atwater Kent or Philco 
from MacDougall’s.” “Not possible of 
course for you to have forgotten how much 
Moms likes fine white hankies. So fall to 
and see that she gets several of MacDou- 
gall’s fifty-cent linens.” “And as long as 
they’re giving her that Christmas kitchen 
shower why don’t you contribute an electric 
food warmer. MacDougall’s has them, com- 
plete with cord, for $1.00.” “Since he’s al- 
ways got his nose in a book, why not one 
of MacDougall’s nicer desk lamps at $4.98.” 
“As long as you and Nell are chipping in on 
a joint present for mother, why not give her 
one of the nice big serving trays you'll find 
at MacDougall’s for $5.45.” 

The other illustration with this article 
shows how we used a manufacturer’s display 
equipment to show men’s pajamas as another 
Christmas gift hint. The merchandise was 
grouped around a large poster on which 
the light figure of the man stood out boldly 
against the dark, star-spangled background. 
Similar stars on the light background above 
the poster added to the effect. Wreaths at 
each side, and gift packages tied with Christ- 
mas ribbon and tinsel carried out the holi- 
day atmosphere. 


—A telegraph operator received "Gift-o- 
Grams," written by the store's advertising 
manager and sent from a regular telegraph 
station, as a novel means of gift sugges- 
tions in this window. The wires were copied 
on a large telegram blank by the uniformed 
messenger. The name of some Seattle resi- 
dent was used in each case— 


—A holiday promotion of pajamas uses a 

manufacturer's display piece for the main 

interest. The merchandise was grouped 

around the poster. Stars on the back- 

ground, wreaths at each side of the display, 

and Christmas packages were suggestive of 
the season— 
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Libby’s Doint-of-Sale Displays 
Make Purchasing Easy 





Point-of-sale is a very important factor in 
our advertising program. We try to approach 
a point-of-sale problem from the same angle 
as we would a copy problem on our national 
advertising, and invariably give it the same 
amount of thought. In many, many cases 
we have devoted exhaustive research work to 
this particular angle of advertising in order 
to be sure that our theory was absolutely 
right before we went ahead with the develop- 
ment of an idea. 

In the creating, designing, and finishing of 
a piece of display material, point-of-sale is 
the inevitable end for which we strive. There 
must be taken into consideration the dealer, 
who must first be convinced that the display 
will be of help to him in increasing sales 
on Libby products. The display must appeal 
to the customer in several ways: by present- 
ing the food conveniently, where she can see 
the display readily while shopping; by the 
suggestion of thrift and economy; by showing 
the food attractively. We try to plan a dis- 
play so that the dealer is enthusiastic and 
gives it a prominent place in his store. We 
want it to attract the customer’s eye the 
instant she enters the establishment, and to 
convince her, after a careful perusal of the 
piece, that the product advertised is precisely 
the brand she needs. These are the vital 
elements of a point-of-sale display. The very 
nature of our line gives us a distinct ad- 
vantage, for it aids us in the dramatizing and 
humanizing of the products at the time and 
place where the customer makes her decision. 

I believe that those readers who have seen 
our displays will agree that they all possess 
a good sales psychology, which we have found 
to be very effective. This fact is proven by 
our dealers themselves, who after receiving 
the pieces have written enthusiastic accounts 
of their success with the consumer. Sales 
have increased from ten to fifty-three per 
cent. These figures are not taken from a 
few scattered cases, but from an overwhelm- 
ing majority of the letters that come in. It is 
needless to say that there is a very decided 
acceptance of these point-of-sale displays on 
the part of the customer. 

Two of the Libby dispiays are shown in 
connection with this article. The larger one, 
for sliced pineapple, is finished in vivid 
colors—bands of purple at the top and bot- 
tom, and with the pineapple reproduced in 


—Two point-of-sale displays used by Libby's 
are shown here. They are carefully designed 
to appeal to the dealer as well as the cus- 
tomer, which incures their use in a promi- 
nent place in the store. Dealers reported 
sales increases ranging from 10 to 53 per 
cent by the use of these displays— 
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By J. R. COLLINS 
Libby, McNeill & Libby, Chicago 


natural hues. A space is provided under the 
heading “Special,” in red, for the dealer to 
insert his price. This particular display was 
featured in much of our national magazine 
advertising, the copy for the advertisements 
containing the following: “Grocers are fea- 
turing the display shown above, featuring it 
in connection with wonderful values.” The 
larger part of the four-color, full-page ad 
was given over to a natural color photograph 
showing the interior of a grocery store. The 
display stood prominently near the center, 
while two women discussed it. 


Similar displays are used for Libby’s pine- 


apple juice, California peaches, and tomato’ 


juice. In each case the acceptance by both 
dealer and consumer has been remarkable. 
Without question, careful preparation and 


_ planning of point-of-sale displays is well 


worth while. 
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Matzer Resigns Position 
At Thalhimer's 


A. Matzer recently resigned his position 
as display manager for Thalhimer Brothers, 
Richmond, Va., with which firm he has been 
for the past five years. He was formerly 
with F. & R. Lazarus & Co., Columbus, 
Ohio, and Jordan Marsh Company, Boston. 
Matzer’s plans for the future have not yet 
been announced. His successor at Thal- 
himer’s has not been appointed. 





Marjorie Charne 
Accepts Position 


Miss Marjorie Charne, recent winner in a 
corset window contest sponsored for the 
New York School of Display by Warner 
Brothers Company, has accepted a _ posi- 
tion with Zinn & Meyer, New York City. 
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Balance Display Economy 
Against Sales Appeal 


By RICHARD A. STAINES 


The Vandever Dry Goods Company, Tulsa, Okla. 


Attractive window displays which have a 
definite selling power need not be extremely 
costly. Care in their planning and construc- 
tion will do much to hold down display 
department expenses, with the thought in 
mind always that displays must contribute 
their share toward the sale of merchandise. 

But of course windows must be attractive 
in order to attract. It would be foolish to 
save a few cents on materials and instail 
a cheap-looking display which might cost 
in lost sales a thousand times the amount 
saved. A correct balance between cost and 
sales appeal must be maintained. Conse- 
quently it is up to the displayman to be sure 
that his expenses are held as low as possi- 
bie consistent with good display. 

The modern display director must be artis- 
tically and architecturally inclined, as well 
as sales-minded. This means that he must 
read and study the display, art, and fashion 
magazines. Store studios should be com- 
pletely equipped with modern tools and fix- 
tures—and with the right personnel, above 
all. Displaymen dare not be afraid of long 
hours and hard work. 

I suspect that many displaymen welcome 
fur promotions, because they give them an 


opportunity to build attractive windows 
around an easy tie-up. Fur backgrounds 
and the displays in general have a natural 
connection with pretty well established fac- 
tors—ice, polar bears and other animals, 
snow, and similar props which are connected 
with cold weather or furs. But there is a 
danger of letting one’s window follow too 
much the standard pattern, because of the 
very obviousness of the tie-up. This also 
should be taken into consideration in plan- 
ning fur windows. 

Vandeventer’s August Fur Sale is one of 
the establishment’s most important promo- 
tions. It is held each year, the 1935 sale 
beginning on July 22. This year’s sale 
achieved excellent results, in common with 
the experiences of many stores all over the 


—The shadow-box for the August Fur Sale 
display, flanked by columns on which 
polar bears are placed, is constructed of 
composition board, with the cut-out 
words, the panel, and the small sea in 
front all backed by blue cellophane. 
Black screens were placed in the back- 
ground for contrast— 
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country. However, according to our sales 
promotion manager, our particular sale 
broke past records. One of the principal 
factors in the success of the promotion he 
attributed to well-planned publicity, which 
not only included newspaper advertising, 
fur displays in our windows, but a complete 
tie-up which was carried out in our new, 
enlarged fur section. 

This article shows three fur displays de- 
signed by the writer which proved unusually 
effective. As they were built in our own 
studio their cost was relatively small. Each 
display was first carried out in blue-print 
form, with an estimate of the cost of mate- 
rial and length of time necessary for con- 
struction. The prints were submitted to 
the sales promotion manager for his ap- 
proval, after which the actual work of con- 
structing them began. 

The reader will observe that the off-white 
color is very extensively used in the three 
displays, inasmuch as I think that white 
portrays and brings out more vividly the 
story of furs, carrying the imagination of 
the shopper to the cold days when a warm 
wrap is most desirable. The atmosphere 
of the color urges her to make her decision 
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—lIcebergs made of plaster of Paris, and 
then sprayed, were placed against a back- 
ground of three semi-circles in different 
shades of blue for another of the August 
Fur Sale displays. The floor was covered 
thickly with artificial snow. Indirect lighting 
through blue cellophane gave the impres- 
sion of moonlight— 


—For the National Fur Week promotion, 
Staines used concentrated light behind a 
recessed circle, which had frosted glass for 
a background, in order to show distinctly 
the cut-out words describing the event. The 
cut-out letters in the foreground carry the 
copy, “Her Dreams Come True at Christ- 
mas-time!"'— 


at once, thus helping to close a substantial 
sale. 

The display showing a column at each 
side of the center piece was vivid and at the 
same time practical. The shadow box with 
the bear in the panel is fashioned from 
composition board. The cut-out words, the 
panel, and the small sea in front are all 
backed by blue cellophane. Concentration 
of light behind the cellophane and the arti- 
ficial snow gave a very realistic’ appear- 
ance to the trim. In order to bring out 
this fur setting (also painted in off-white), 
a series of black screens were placed in the 
background. The photograph of this dis- 
play, incidentally, won second place in the 
sweepstakes contest at the 1935 I. A. D. M. 
convention. 

The second display for the August fur 
sale is one which really keeps the idea of 
furs in the summertime from being unpleas- 
ant. The display was constructed of wall 
board, painted off-white. The icebergs were 
made of plaster of Paris and then sprayed. 
A stuffed polar bear cub was placed in the 
center before three semi-circles in different 
shades of blue. The floor was covered 
thickly with artificial snow, and indirect 
lighting through blue cellophane gave the 
scene a realistic moonlight night appear- 
ance. 

The display which we used for the No- 
vember National Fur Week is also in off- 
white. The giant circle has a smaller one, 
recessed, with frosted glass for a_ back- 
ground, illuminated by concentrated light. 
The cut-out circle describing the event is 
therefore very prominently shown. A large 
Borzoi wolfhound lends a touch of elegance. 
Cut-out letters in the foreground state, “Her 
dreams come true at Christmas-time!” 

The three displays were entirely different 
in construction, yet each was very practical 
and impressive. They brought results in 
sales. 





J. E. Styles Accepts Position 
With Dau Paint Company 


J. E. Styles, former president, Indiana 
State Display Men’s Club, was recently 
placed in charge of the display accessory 
department of the Frank Dau Paint Com- 
pany, 929 North Third street, Milwaukee, 
Wis. This firm for quite some time has 
been serving displaymen and cardwriters 
throughout Milwaukee and_ surrounding 
territory. 
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Copeland Commissioned To Design 
Permanent Exhibit 

Peter Copeland, well-known architect and 
artist, head of Copeland Displays, Inc., 244 
West Twenty-third street, New York City” 
has been commissioned by the Apollo Radio 
Company, Newark, N. J., distributors of 
Crosley radios and refrigerators, to design 
a permanent showroom exhibit. Copeland 
is the former winner of the Westinghouse 
Electric and Manufacturing Company’s 
$5,000 prize for the best design of radio 


cabinets. Other clients who have recently 
contracted for Copeland displays include 
Plymouth Shops, New York, and Levy 


Brothers Department Store, Elizabeth, N. J. 





Murray Weese Becomes Manager 
of Display Center 

Murray Weese has been appointed sales 
manager for the Display Center of Phila- 
delphia, 319 North Eleventh street, Phila- 
delphia, Pa. This company specializes in 
the wants of displaymen, carrying over 150 
items in stock, including all sorts of decora- 
tive materials, fixtures, display accessories, 





re 


etc. The show room has been redecorated 
and specially built model show windows dis- 
play various items exactly as they would be 
used by the merchant. A trained staff is 
available for assistance in planning effective 
displays with the display materials offered 
by this company. Displaymen and mer- 
chants are cordially invited to visit the 
show rooms. 





Kay Displays, Inc., Compiling 
Library 

Kay Displays, Inc., 230 Park avenue, New 
York City, is compiling a detailed and com- 
prehensive reference library which will in- 
clude all available material on every type of 
display advertising. When finished it is ex- 
pected to be the most complete file of its 
kind in the country and will contain both 
the good and the bad of American and 
European displays. They would appreciate 
the help of all advertisers and advertising 
publications by receiving reproductions of 
past and present display activities for their 
files. When completed this library will be 
made available to others. 
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A Holiday Exterior Irim 
For the Smaller store 


By L. G. WILLIAMS 


Sullivan's Department Store, Old Hickory, Tenn. 


In cities of small size there is usually very 
little attempt on the part of the merchant 
toward the installation of Christmas trims on 
the exterior of the store. Ordinarily they 
are content to put up the customary red and 
green decorations on the interior, see that the 
windows have a holiday atmosphere, and let 
the situation go at that. In some cases mer- 
chants may go together and arrange to have 
colored lights and evergreen boughs strung 
across the tops of the windows of shops in 
the main part of town. Few make any fur- 
ther effort toward exterior decoration. 

Our little city has a population of only 
9,000. We knew that any extra effort we 
made along the line of exterior trim would 
immediately be seen, talked about, and would 
stand out more effectively through contrast 
with the lack of decorations elsewhere. For 
that reason, last Christmas we decided to 
go to extra trouble in our holiday work and 
not confine our decoration to windows and 
interiors. 

Across the entire front of our building, 
which is 120 feet wide, we strung electric 
lights in a series of poinsettias and stars, 
using their natural colors. Squarely in the 
center, over the illuminated clock and electric 
sign which bears the name of the firm, we 
placed the words “Merry Christmas.” The 
result was exactly the effect we wanted, and 
the front was lighted so that it was nearly 
impossible to see the outline of the building 
above the lighted show windows. 

The poinsettias, although unfortunately they 
do not show to advantage in the photograph, 
were in red, graduated according to size, being 
two feet, two and one-half feet, three, and 
four feet respectively, with the larger ones 
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toward the center of the building. Their 
stems were made of one-by-three wood, 
painted a bright green. Forty-four green 
lights of twenty-five watts each were used to 
outline the stems. The petals of the flowers 
were made of presdwood, painted red and 
partly covered with mica snow. Thirty-four 
red lights of twenty-five watts each were 
used for the corollas of the flowers. The 
stars were constructed jf one-fourth-inch 
presdwood, painted white, and covered with 
mica snow. The stars followed the same 
plan of the poinsettias, being smaller toward 
the sides of the building. The sizes were 
eight feet, six, four, and three feet. One 
hundred and seven light bulbs were used 
for them, with wattages of twenty-five, forty, 
and sixty, as needed. The words “Merry 
Christmas” were formed from white presd- 
wood covered with snow, and required 115 
lights of various colors. The _ poinsettias 
were linked by a continuous string of fifty- 
three lights of different colors. 

The finished trim gave us a most attractive 
store front by day, and one which by night 
was outstanding in this vicinity. 


—Poinsettias and stars in electric lights 
were used in this exterior trim for a store 
in a smaller-sized city. The flowers were 
made of presdwood, painted in natural 
colors and covered with mica snow. The 
words "Merry Christmas" were made of 
required 115 colored 
lights— 


presdwood, and 


Color Wheel Spotlight 


Ideal For Display 

Best Sales Service, 217 Film building, 
Cleveland, Ohio, has perfected a spotlight 
with color wheel, known as the Bestomatic, 
which makes available to the displayman the 
advantages of light, color and action in his 
displays. It is motor driven, entirely auto- 
matic, and plugs into any light socket. It 
operates perfectly at any angle, has two 
speeds—either fourteen or twenty-eight color 
changes per minute. Many displaymen will 
find it especially useful at this season of 
the year, when color and motion in holiday 
displays is so much desired. This company 
also manufactures the mirrored crystal ball 
chandelier, providing beautiful and colorful 
lighting effects with scintillating action. 
Another specialty is the automatic slide pro- 
jector which permits the continuous flashing 
of a series of sales messages. Upon request 
literature will be sent to those interested. 





Schack's Christmas Catalog 


Especially Interesting 

The Christmas catalog just issued by the 
Schack Artificial Flower Company, Chicago, 
contains many splendid ideas for holiday 
displays in addition to showing a modern 
line of attractive Christmas decorative ma- 
terial for the season’s display. The Chicago 
studio has been newly decorated with orig- 
inal designs for the holiday season as well, 
many of which are not shown in the catalog. 
Displaymen are cordially invited to visit the 
studio when in Chicago or to write for the 
catalog. 











bis 


October, 1935 





ET AEROS AO TE EE y a 
Re aad see IE 


DISPLAY WORLD 


Point-of-Sale’ Gallery of 
National Displays 


—tThe D. & H. display shown below is a three-dimensional, 

with cut-out windows covered by translucent paper to 

give the effect of a night-time display, as these coal 

breakers usually work twenty-four hours a day. It is an 

unusual and novel dramatization of a prosaic subject. 

Created and produced by Einson-Freeman Company, Inc., 
Long Island City, N. Y.— 





—Of particular charm and modernity is the 

point-of-sale display for the new "Air Spun" 

powder by Coty. Name, package, and price are 

each shown prominently, while a "shade selector" 

arrangement permits the shopper to choose with 

certainty the correct shade for her individual 
needs— 











—Mickey Mouse fountain pens made their debut recently 
in the New York retail drug market. Mickey cut-outs 
in varying sizes smiled their best and pointed with pride 
at the newest product to bear the name. Featured in 
the window were the colorful counter cards and large 


back ieces. Designed by Kay K: N k— 
ackground pieces. Designed by O 22 eat S 








—A new motion display, combining sales appeal with 

striking attention value, light, color, motion, and human 

interest, is being offered to its agents this fall by 

General Electric Company. The center panel of the 

display has been designed to get attention quickly by 

its copy and unusual design. The pointer of the Sight 
Meter moves from side to side— 
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“Cold” Colors Supplement 
Holiday Decorations 


Los Angeles displaymen face a problem 
during ‘the holiday season that the display- 
men in the East and North do not meet. 
That is, how to create a spirit of Christmas 
in the windows when outside the weather 
is like summer. The crisp, cold weather 
and snow of other portions of the country 
are something we read about in the papers 
while planning our Christmas displays. 

In the actual construction of holiday win- 
dows in this warm climate, we used the 
customary Christmas decorations, but “cold” 





By J. R. STEWART 
Barker Bros., Los Angeles, Calif. 


colors have to be given credit for much of 
the seasonal atmosphere we managed to ob- 
tain. Personally, I prefer the use of blue 
and white for this purpose. 

For decoration in the interior of the store, 
at Barker’s we follow the usual decorative 
scheme, except that we always feature 
Christmas trees, having two trees forty feet 
high in the lobby of our main store each 
holiday season, 

The two illustrations accompanying ~this 
brief article show how gift windows are 


handled and illustrate the use of “cold” 

colors. The corner window shown has a 

very simple background as far as line and 

color are concerned, which strengthens the 

display value of the gift merchandise shown. 

Venetian blinds were used at each side of 

the panel in the rear, with blue rope 

swagged over the blinds. The brackets on 

each wall were made of heavy white wire, 
with wall board backs painted in blue lac- 
quer. The modernistic cut-out Christmas 
trees were made of wall board and were 
done in three shades of blue. The center 
of the trees was used to hold other gift’ 
suggestions. The back panel showed a for- 
est of fir trees, done in cobalt blue, carry- 
ing out the “cold” color scheme. Contrast- 
ing color was obtained by spotting several 
vases of poinsettias in different parts of 
the display. The poster in the foreground 
was supported by small cut-out Christmas 
trees and bore the following message: “By 
way of suggestion—our whole store is brim 
full of bright ideas for all those with un- 
finished gift lists.” 





New York Club Outlines 
Program 

At its first fall meeting the recently or- 
ganized Display Club of New York outlined 
a comprehensive program for achieving its 
objective of elevating the standards of dis- 
play everywhere and promoting better mer- 
chandising through display. Among the 
drastic changes in business the past few 
years has been the emergence of display 
as the strongest link between buyer and 
seller, it was pointed out. “Advertisers are 
turning to display in increasing numbers,” 
according to Lawrence Kiser, president of 
the new club of display. 

The club is organized to cooperate with 
all advertisers, and invites their inquiry 
when they are in need of advice about their 
displays. Without obligation the cluk puts 
merchants, manufacturers, and agencies in 
contact with displaymen and women quali- 
fied to succeed in their particular field of 


display. 


—Two views of a distinctive gift window 
used by Barker Brothers. Venetian blinds 
were used at each side of the panel in the 
background, with blue rope swagged over 
the blinds. The wall brackets were made of 
heavy white wire, with wall board backs in 
blue lacquer. Wall board was used for the 
modernistic Christmas trees, done in three 
shades of blue to match the rest of the dis- 
play. The back panel was painted in cobalt 
blue. The small posters were supported by 
cut-out Christmas trees— 





Si i al RR 


ia at SS 


ee ee 


ina eeiusiiir a 


far lence esac 


ioe 


Sri Mile cate Rios a 


pieces 


a) Te 





ee eee ee ee 


for 
the 
agai 
tisin 
latic 


Arm 
of a 
The 


J october, 1935 DISPLAY WORLD 19 


the opening of the 
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la DISPLAY EQUIPMENT CO 


f i The twenty-fourth regular meeting of the P 
| St. Louis Display Club was held at the KORRECT WAY s : ib 

. i Kingsway hotel, St. Louis, October 7, with “) new Distri U tor 
: Vice-president Erwin Hiffman acting as 


e chairman, Films of the 1938 1. A.D. M. IM the Central Northwest Territory 


convention were shown and enjoyed by the 


q J. Duncan Williams Resigns 
: As |. A. D. M. Secretary 

At the time of going to press, information 
has been received that J. Duncan Williams, 
Chicago, executive secretary of the Inter- 
national Association of Display Men, has 
resigned his position and will become editor 
of Merchants Record and Show Window. 

Glee R. Stocker, president of the associa- 
tion, has announced that the I. A. D. M. 
offices will be moved to St. Louis so that 
his plans for an active administration and 
aggressive association promotion will be 
facilitated. Further details will be an- 
» : nounced in the November issue. 

















al eae ala caits is cal aN REA 


aie tia Oa 











ai members present. It is, with much pleasure, that | announce the forming and opening of my own com- 
ge At the request of the Independent Artists pany. Operating as a Korrect-Way distributor, | shall now be in position to offer to 
ft’ } League for the cooperation of the display the progressive, growing merchants in the Central Northwest territory (including many 
r- » club during Art Week, a committee was old friends and customers) the products and services of the world's largest manufac- 
y- { rs 7: en ipa he ee gad turer of Display Equipment. Whatever your needs may be in MANNEQUINS, 
t- } Pact Se ee et WOOD and METAL FIXTURES, NOVELTY DISPLAY ITEMS, CHROME FURNI- 
i uncheon to be held at the Kingsway hotel 
-al i ieee Bh wis emaneiilind TURE, FORMS, RACKS, etc., | shall be able to serve you better than ever before. 
of j At the next meeting of the club the guest |ntelligent, co-operative display service, that will produce increased business and 
nd 4 speaker will be the advertising manager of profits for you, is my constant aim. 
By 3 the new East St. Louis radio station, who 


rial 4 will speak on coordinating newspaper ad- L ° E foo | E R D | S P LA y F Q U | P M FE N T @ O . 


n- Yertising, window display, and radio. John jing NORTH FOURTH STREET MINNEAPOLIS, MINN. 


Doran will be in charge of the program. 


































: Glee R. Stocker, president of the club, 
announced the winners of the recent display KLING-TITE— —the 
i contest which preceded the annual Veiled The Automatic Modern 
i Prophet’s ball, and presented cups to the One-Hand Way 
or- victors. The contest was promoted through Tacker to 
ned 1 the auspices of the St. Louis Display Club, 
its i and the cups were donated by the St. Louis 
lis- ; Globe-Democrat. Winners in the ladies’ 
\er- apparel division were Otto Lasche, Kline’s, 
the Inc., first; Joe Chadwick, Famous-Barr 
few Company, second. In the men’s apparel con- 
slay test the winner was Armand Raining, 
and Boyd’s, with Miss Grace Everetts, Scruggs, 
are ; Vandervoort & Barney, second. For the ac- 
rs,” i cessories division, Edwin Peters, Hess & 
of ; Culbertson, was declared winner. Second 
4 place went to Edward S. Pluth, secretary of 
ith : the display club. 2 
sine Elmer Ay connor Ago Ollie Peckman were Put More Selling Power ar ey Rog 
heir appointed as a sick committee. It was an- - AND ROPES 
puts | nounced that three of the club’s members Into Your Displays . norton acewwe 
s in were ill at the present time: J. S. McMillon, owe With Kling-Tite 6 
uali- || Wesley Reed, and Harold Petcroff. DISPLAY PAPERS 
dof & A lengthy discussion was held relative to | NEATER| More attractive! . No unsightly METAL CLOTHS 
1 the work of the St. Louis club in having OEE gence sg Reece Poygne! Erg 5 oot * bg 
: ; : almost invisible, with its two tack-points driven JUMBO CORRUGATE 
revoked a portion of the state liquor law evenly, swiftly into displays, backgrounds, VIVIDEC 
which forbade window displays pertaining ae Ac ce ake keane ee SAM PLES LS Fae 
to spirits. Erwin Hiffman pointed out that drives tack-points, 1/4” or 3/16’, fast as you on REQUEST COROBUFF 
J the club as an organization was responsible grip. Uses tack-point, flat-surface, Kling-Tite 2 
: for the obliteration of this provision from | stPlc, , Holds 10 tack points per londing. Use ° DIE CUT LESTERS 
; the law and that displays of liquor can STARS 
f again take their place as a form of adver- Ask for Special Folder 
n tising without interference from state regu- Dan't Delogt 
: — a ; A. L. HANSEN MFG. CO. 
e ; An Arrow shirt window was installed by 
S- 5 Armand C. Raining. An attendance prize 5041 Ravenswood Ave. 
lt : ; hi ded T. Vierhell CHICAGO, ILL. N. Y., 107 W. 48th St. 
of a shirt was awarded to J. T. Vierheller, y Chicago, 6 E. Lake St. 
The Garrison-Wagner Company. BOSTON ST. LOUIS CLEVELAND DETROIT 
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Window Display Made Racket 
By Voluntary Chains 


National advertisers and independent re- 
tail druggists are being duped by promoters 
of so-called voluntary chains springing up 
in different sections of the country, but par- 
ticularly noticeable in a large midwestern 
city. An innuendo to this condition was 
brought to light at the annual convention 
of the National Association of Retail Drug- 
gists, in session at Cincinnati the week of 
September 23. 

Bernard S. Weinshenker, president, Chi- 
cago Retail Druggist Association, and 
chairman, window and interior display com- 
mittee, N. A. R. D., in presenting his annual 
report made this significant statement: 
“Window display used to be an art, but now 
is turning into a racket.” Without ampli- 
fying this statement, it meant much to those 
retail druggists who feel that their windows 
are being used to secure cash and discounts 
no part of which reaches their pockets. 

In the first place, independent druggists 
were considerably riled by the disclosures 
of the Patman committee, showing that huge 
discounts were being given chain organiza- 
tions by many leading national advertisers 
in payment for merchandising and display 
cooperation. In other words, window dis- 
play was being used as a smoke screen to 
hide special discounts to large buying or- 
ganizations, thus in the minds of the drug- 
gist giving chains an unfair price advantage. 
It is to be deplored that window display, 
a legitimate and effective medium of adver- 
tising, is being used to cover up a practice 
which can scarcely be denied to be solely 
for the purpose of giving chains lower mer- 
chandising costs. 

But an even more disturbing condition 
is the window display scheme of several 
voluntary drug chains or cooperative service 
groups. Particularly is this type of activity 
prevalent in a large mid-western city, where 
already the practice is being exposed to the 
light of day with surprising revelations to 
retail druggists. Many of these druggists 
have been quick to show their resentment to 
the practice and under able leadership the 
entire evil could be killed. 

The promoters of these voluntary chains, 
claiming exclusive control of the show 
windows of their affiliated members, use 
this as a bludgeon for the shakedown of 
national advertisers for special allowances 
and free merchandise. So brazen are the 
methods becoming that some national ad- 
vertisers have begun to view with alarm 
the rapid expansion of this sort of activity. 
The whole situation could be quickly 
brought to an end if these national adver- 
tisers will face the facts, beget a little 
courage, and refuse to be a party to this 
racket. In the drug field by far the largest 
volume of business is done by the independ- 
ents and the large manufacturers cannot 
afford to lose their good will. 

It has been shown that the operators of 


these voluntary chains present a list of their 
druggist members to the manufacturer, 
claiming that their show windows can be 
obtained only by arrangement with the 
voluntary chain management direct. Many 
manufacturers without due investigation are 
influenced to pay heavily for the use of 
members’ windows, but the retail druggists, 
whose windows are being used, do not re- 
ceive anything. 

When the retail druggist joins one of 
these chains, he is promised everything, in- 
cluding merchandise, window displays, mer- 
chandising service, newspaper advertising, 
radio advertising, cash discounts, all with- 
out cost. However, seldom are any of these 
features given, except window display. The 
other services mean a cash outlay, whereas 
in window display they get the windows free 


from their members and besides secure 
money in several forms from the manu- 
facturer. 


One voluntary chain, claiming a member- 
ship of sixty-five, made an arrangement with 
a tobacco manufacturer for the installation 
of window displays in their members’ win- 
dows, receiving for this service four car- 
tons of cigarettes per store. Of course, the 
arrangement was not divulged to the mem- 
bers who received nothing at all for the 
use of their windows. When it was later 
found that the chain did not control the ex- 
clusive use of these windows and that the 
druggists received no part of the “free 
goods,” this manufacturer had the displays 
installed by a professional installation com- 
pany and each druggist received a fair 
amount of free goods. 

Another organization offered manufac- 
turers the use of their members’ windows 
for one dollar each. They were trimming 
so-called merchandising windows for their 
members, which at the beginning was a free 
service but for which a charge was being 
made in due time. The cutout of the manu- 
facturer was placed somewhere in these 
general merchandise trims, but the druggist 
did not receive the dollar paid by the manu- 
facturer and the manufacturer received a 
very poor showing whereas he expected an 
entire window in each store. 

Manufacturers have found that to secure 
an honest window coverage of any market, 
within a scheduled period, the use of the 
professional installation company is essen- 
tial. That is today the approved practice 
and where “free goods” are necessary to se- 
cure locations, the retail druggist actually 
gets the merchandise and the manufacturer 
can be sure of the good will of the drug- 
gist and of an entire show window, properly 
installed by trained display craftsmen. 

If advertisers will permit window display 
to be used as a convenient means of carry- 
ing on unfair trade practices and thus assist 
the strengthening of unscrupulous operators 
of voluntary chains, the time will come 


when they will have to pay for the use of 
every show window whether in the big city 
or small town. Then they will be con- 
fronted with a ruinous plague from whose 
grasp they cannot free themselves. 

Now is the time to put an end to this 
type of activity by-voluntary chains. The 
retail druggists will not much longer be the 
dupes of these skin-flints, and the national 
advertisers will not long countenance the 
destruction of a sound advertising medium, 
behind whose skirts these operations are 
concealed. 

Voluntary chains when honestly conceived 
and efficiently managed for the mutual in- 
terest of their members undoubtedly per- 
form a needed function in today’s merchan- 
dising scheme. For such there can be but 
praiseworthy comment. 





Dallas Firm Moves To 
Larger Quarters 

The Acme Display Service, Inc., Dallas, 
Texas, has been compelled to move into 
larger quarters as the result of a greatly 
increased business. The firm has been lo- 
cated for the past two months at 1500 Young 
street, in a modern, fire-proof building with 
3,000 square feet of floor space and a “drive- 
in” loading dock which permits the handling 
of display material by their own organiza- 
tion. H. S. Bills, vice-president and gen- 
eral manager, reports that in the past two 
years the company has successfully executed 
215 individual window display schedules for 
eighty-nine advertisers. 





Huston, Prater, and Hintz 
Join Stensgaard 

The latest additions to the staff of W. L. 
Stensgaard & Associates, Chicago, are Wil- 
liam Lincoln Huston, George L. Prater, and 
M. Hintz, all of whom have been prominent 
in the advertising and display industry for 
many years. 





Herbert Leschziner With 
New Store 

Herbert Leschziner has been appointed 
display manager for Hill’s, Inc., Syracuse, 
N. Y. This new unit in the Interstate De- 
partment Stores, Inc., chain is expected to 
open October 20, in a new three-story and 
basement structure. 





Best Blouse Display Will 
Receive Trophy 


The National Association of Blouse Man- 
ufacturers, Inc., is planning a contest to as- 
certain the best-looking window display of 
blouses for the fall season. A silver loving 
cup will be donated to the retailer submit- 
ting the photograph selected by the judges 
for the association as the best entry. 
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. English Paper Offers $5,000 
' For Best Display 

“John Bull,” published in England, has 
announced the details of its annua! window 
display contest. Although no American dis- 
playmen are eligible to enter the contest, 
the circumstances surrounding it are of in- 
terest. Entry is open to all merchandise 
which is advertised in the paper during 
October, November, and December. First 
prize for the best retailer’s window is £1,000, 
‘ or about $5,000. Second prize amounts to 
about $500, and the third place award is 
$250. Each display must be devoted to one 
line of merchandise and must remain on 
view for at least a week. 
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Lasche and Chadwick Winners 
In St. Louis Contest 

Otto Lasche, Kline’s, Inc., and Joseph M. 
Chadwick, Famous-Barr Company, were 
awarded first and second prizes, respectively, 
in the annual window display contest held 
just before the Veiled Prophet’s ball, which 
opens the St. Louis social season October 16. 
| The contest was sponsored by the St. Louis D | S he LAY F D 
i Display Men’s Club, and prizes were given 
| by the St. Louis Globe-Democrat. 
. Judges in the contest were Norman Terry, O N 
; assistant advertising manager, Laclede Gas 
Light Company; George Leonard Schultz, 
commercial artist, and Joseph Neff, display 
manager, J. C. Penney Company, who did 














not compete. al [ / a |! aT L \ 

"Modern Publicity 1935-6" Se aa ae 

Is Released 

“Modern Publicity 1935-6” was released 

October 4 by The Studio Publications, Inc., 

381 Fourth avenue, New York City. Pub- Everywhere, in ever increasing 

lished in England and edited by F. A. Mer- numbers, merchants and display- 

cer and W. Gaunt, the 127-page book con- men are finding that hosiery well 

tains many features which make it important displayed results in areater sales 

to anyone interested in advertising in its diet g ? 

various forms. A chapter is devoted to And they have found that fully 

oo ABC’s, est - the “Advertising modeled leg forms are without a 

arade” a review and forecast are given ° ° ° 

of publicity, with chapters on panes ihe esinecec te pertorshing this task. 

package design, etc. Try FAIRY FORMS and be con- 
; The book is replete with illustrations in vinced. Order from your jobber or 
black and white, two colors, and four col- write direct for full information. 

ors, covering posters, packaging, direct mail, 

and newspaper advertising. Many illustra- 

tions of jAmerican advertising ere used, SHOE FORM co. Inc. 

although the majority of the photographs AUBURN, N. Y. 





are of foreign examples. For the display- 
man, advertiser, and designer the book is 
especially valuable as a source of ideas and 
as an anthology of what is being done in 


Te cae FOR XMAS WINDOWS and INTERIORS use 
Estes Named Advertising, 
~oe fege edoggapaey “COSALCO” MOULDINGS of BRILLIANT METAL 


William W. Estes has been made adver- 














tising and display manager for the Macon, These are the mouldings that are 54 BEAUTIFUL DESIGNS IN 

Ga., store of the J. C. Penney Company. used in America's largest depart- CHROME. BRASS OR COPPER 
ment stores and most exclusive 

R. Newton Brown Now shops. Also 


Aluminum Foil Mouldings in Silver, 


With Grinnell 








ic Menten: Bionn: ‘srith ‘wany years: of They are easily applied and lend Gold or Copper 
experience in exhibits, window displays, and that rich, flashing, modern effect at Write for Catalog or 
dealer media, has joined Grinnell Litho- amazingly low cost. Order from Your Jobber 


raphi 4 i e F 
Se ee Colonial Sales Corp., 480 Lexington Ave., New York City 


will be director of the firm’s new “point- of- 
purchase” advertising consultation division. 
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The Holiday Season Calls For 
Smalli-Goods Displays 


By A. J. ROEDER 


William H. Block Company, Indianapolis, Ind. 





Displaymen all over the nation, doubtlessly 
all over the world, are tightening their belts, 
taking a deep breath, and preparing to plunge 
head foremost into a new: holiday season— 
with all that means in sheer work and nerve 
wracking situations for the display depart- 
ment employees. What is more, this coming 
season bids fair to be the best in point of 





>ugGe stions 


sales, and consequently the busiest from the 
displayman’s point of view, since the late ’20s. 

Stores everywhere are loosening up on the 
tightly held budget strings, which in the past 
few years have been held like grim Death 
holds a sinner. But with improvernent be- 
ing registered in every city and town, with 
dozens of prominent merchandisers predicting 


a surprising increase in sales for the fall 
and winter seasons of 1935, most store ex- 
ecutives are planning bigger and better dis- 
plays this year than ever. Consequently the 
displayman will burn a lot of midnight oil 
as he ponders over this or that idea, studies 
this decorative material as compared to that, 
considers one plan and rejects it in favor of 
a better. 

But the situation has its compensatory 
angle, too. A lot of displaymen who have 
been compelled for several years to get along 


on a small stock of wall board, a few bat- : 


tered display fixtures, and similar equipment, 
will be able to put through a requisition for 


—An effective method of displaying small 

goods is shown in this window of Christmas 

suggestions. The windows were all frame 

work, with muslin stretched tightly over the 

back, sides, and top. The light reflected 
through clearly— 


—The handkerchief display uses a central 
figure of Santa Claus in a sleigh, both cut- 
outs made of wall board. The reindeer were 
made in the same manner. The reins were 
of wooden sticks, covered with handker- 
chiefs. Bird's-eye maple and chrome dis- 
players at each side balanced the display— 


shinai en ea RG 








ry 
ive 
ng 

















BUC beeen sae aR leas rea 





October, 1935 


a quantity of new supplies and find, doubtless 
to his eternal amazement, that the requisition 
has been approved. 

Display in general for the approaching 
season will reflect the business increase which 
is in general being confidently expected for 
the latter part of this year. All the knowl- 
edge the profession has garnered so labori- 
ously and painstakingly since 1929 will be 
called forth and set to work. The shopping 
public will without question see better dis- 
plays this season than ever before. There- 
fore it behooves each individual displayman 
to plan his windows, interiors, and exteriors 
with even more than his customary care. 

One of the problems at the Christmas sea- 
son, or any other time, for that matter, is 
to display small accessories to good advantage. 
A very effective method of doing this is to 
divide a window as shown in the two illus- 
trations with this article. These Christmas 
suggestion windows were very successful, as 
they individualized the items shown in each 
niche. The windows were all frame work 
with muslin stretched tightly over the back, 
sides, and top. The lights reflected through 
clearly. Black cutout letters were appliqued 
on the back of the muslin and could be read 
very distinctly. These windows were built 
right up to the glass. 

In the handkerchief window, the cutout 
Santa Claus of wall board can be seen driving 
reindeer, also made of wall board. 
and his sleigh were glued on the illuminated 
glass. The reins were made of wooden sticks. 
covered with handkerchiefs. Holly and gift 
boxes were used to lend the needed atmos- 
phere, while the bird’s-eye maple and chrome 
displayers balance the ends. On the back- 
ground the following words were shown: 
“Santa Claus is bringing to town hankies to 
go with every gown.” A small poster in the 
center of the foreground said: “Block’s hand- 
kerchiefs. Gay or simple, for every member 
of the family,” and gave the floor where 
they could be purchased. The design of the 
three “Wise Men” on camels used on this 
poster was carried out in the rest of the 
windows. 

On the interior of the store, the pylons 
were made up of frames covered with waxed 
corrugated paper. Although they do not ap- 
pear distinctly in the photograph, on the base 
of each pylon were carol singers and other 
Christmas characters, sprayed on from the 
back as the surface was smooth. The tops 


—Gloves, hosiery, and bags are shown in 

another "divided'' window, using tightly- 

stretched muslin to form partitions. Black 

cut-out letters were appliqued on the back 

of the muslin and could be read very dis- 

tinctly. The displays were built right up 
to the window glass— 


—The interior of the Wm. H. Block Com- 
pany store shows pylons made of frames 
covered with waxed corrugated paper. 
Carol singers and other Christmas figures 
were sprayed on the base of the pylons. 
Chrome bands were used to hide the seams. 
Each light on the floor was decorated with 
a parchment shade to match the pylon 
design— 


Santa © 
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and bases were light blue, with silver de- 
signs sprayed on. Chrome bands were used 
to hide seams as well as to give a rich de- 
sign. The cat tails were covered with light 
blue flitter. Each light on the floor was dec- 
orated with a parchment shade, also sprayed 
with silver designs, as used on the pylons. 

Our toy department and toy windows fol- 
lowed a “Mickey Mouse” theme, with ani- 
mated animals used in the toy department on 
ledges, posts, booths, etc. A photograph of 
one of the toy windows is shown elsewhere 
in this issue. 





$1,000 In Prizes For Best 
Blouse Displays 

One thousand dollars in cash prizes are 
to be offered by Mitchell & Weber, New 
York City, in a contest to determine the 
finest window displays of blouses in depart- 
ment and specialty stores throughout the 
United States. Determination of the prize 
winners will be made by a group of judges 
to be appointed soon. 

The contest opened October 8 and will con- 
tinue to November 9, with the latter date 
being the final day for the mailing of photo- 
graphs of blouse displays. There is no re- 


, 
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striction on the price or make of blouse, or 
the place of purchase of the garments, it 
was said. Six prizes will be awarded. For 
first place a prize of $500 will be given; 
second, $250; third, $100; fourth, $75; fifth, 
$50; sixth, $25. All photographs must be 
sent to Contest Department, Mitchell & 
Weber, Inc., 1372 Broadway, New York City. 
The judges will render their verdict shortly 
after the conclusion of the contest. 





New York School of Display 
Adds New Course 


Starting October 8 and continuing for ten 
consecutive Tuesday evenings, a profes- 
sional display course was introduced in the 
curriculum of the New York School of Dis- 
play, New York City. The course, open to 
men and women interested and actively en- 
gaged in the profession, will be conducted 
throughout by display executives and out- 
standing personalities in allied fields. Con- 
sistent with the aim of the regular, practical 
training courses supervised and directed by 
Polly Pettit, founder of the school, the 
course proposes to coordinate the best in 
modern display expression with a compre- 
hension of the problems involved. 
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The Business Outlook 
and Display 

Displaymen have reason to feel optimistic 
over the current trend in the. retail field. 
Retailers all over the country are beginning 
to show a profit instead of a loss in their 
merchandising operations. Firms which 
for years have been gloomily skipping their 
regular dividends are again declaring them 
promptly. Every paper devoted to mer- 
chandising carries in each issue predictions 
from leading business men: “Fall business 
will be up 30 per cent”—“up 15 per cent’”— 
“up 25 per cent”—“up 10 per cent.” The es- 
timated percentages of increase vary, but 
the word “up” is always used. 

People are more than ever in a buying 
mood since the hardships of the lean years 
just finished. They want to buy, and will 
buy. The coming holiday season should be 
the best in many, many years. 

Increased business means increased bud- 
gets for display departments. The year 1936 
will without question see allotments greatly 
enlarged for this particular phase of mer- 
chandising. Displaymen must do their part 
by seeing to it that they do better work— 
not tat, in most cases, they have not been 
giving the best they can on limited budgets, 
but that better work will be made possible 
by more funds being available for the work. 

Display is on the way out of the forest 
which has hedged it in for five years. Dis- 
playmen who are worthy of the name have 
the greatest opportunity before them that 
they have ever had. Profiting by past expe- 
rience, there is little doubt but that they 
will take full advantage of the chance. 


Depression and Simplicity 
of Display 

The years of depression from which we 
are emerging have proven, possibly, a bless- 
ing in disguise for display. The days of 
“window trimming” are gone forever. Gone, 
too, are the days of gaudy “decorations.” 
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As a result we now have the definite trend 
to more effective presentations, with the 
attention of the passerby concentrated where 
it should be—on the merchandise for sale. 

It may be that sheer necessity for econ- 
omy in presentation has taught the display 
profession one of the most valuable lessons 
it has ever learned. If that is the case, the 
depression was an experience well worth 
having, for the future will demonstrate more 
clearly than ever the sales value of direct- 
ness in display technique. 


Added Responsibility For 
|. A. D. M. Members 

The International Association of Display 
Men is now ready to enter an era during 
which it can progress as never before. The 
rejuvenation which the organization under- 
went two years ago is already showing re- 
sults. With indisputable evidence of its new 
vitality, as exemplified by the St. Louis con- 
vention and the interest being taken in the 
I. A. D. M. by those who make display their 
field of work, there comes increased respon- 
sibility on every officer and every member. 

Especially is this added burden the lot of 
the officers of the organization. They must 
see to it, among a multitude of other things, 
that the I. A. D. M. grows steadily, in a 
healthy manner. Only when the profession 
is represented at nearly full peak will the 
national association function at the capacity 
of which it is capable. In addition to 
growth, the present officers, and those to 
come, must face the problem of obtaining 
finances sufficient to care for the welfare 
of I. A. D. M. members, the establishment 
and recognition of display in its proper 
place in merchandising, and the many other 
progressive steps which the association 
should take. Ultimately, with proper sup- 
port, all these objectives should be possible. 

The administration of the I. A. D. M. re- 
quires officers who nave the vision and fore- 
sight to see the path the organization must 
follow, the ability to plan the best route, 
and the courage to eliminate anything which 
might retard normal progress toward the 
established goal. 

The course of the next two or three years 
may mean the difference between an I. A. 
D. M. of strength, influence, and lasting 
benefit to the profession, or the absence of a 
national organization in any form. There is 
a wealth of responsibility on the shoulders 
of officers and members, but at the same 
time there is ar: equal or greater oppor- 
tunity. As chances for improvement in the 
association arise, let them be grasped for 
the mutual good. If at times the task of 
speeding the association onward seems to 
present difficult situations, let them be met 
with the courage which comes from the 
knowledge of a good deed well done. 





Sheldon Assumes Presidency of 
Moulded Displays, Inc. 

Roy Sheldon, formerly vice-president of 
Kay Displays, Inc., is now president of 
Moulded Displays, Inc., 60 East 42nd street, 
New York City. The new company has 
exclusive rights for moulded pulp signs, dis- 
plays, premiums, toys, and novelties from 
Pulp Products Company. Manufacturing 
will be carried on at a new plant in Massil- 
lon, Ohio. 
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CHICAGO CLUB AND LIGHTING 
INSTITUTE HOLD SCHOOL 


By CARL V. HAECKER 
Montgomery Ward & Co., Chicago, Ill. 


Members of the Chicago Display Club and 
the Lighting Institute of Chicago joined, 
during the week of September 9, in a series 
of meetings, the purpose of which was to 
clearly delineate the place of light in mod- 
ern selling. The -school was planned by 
Robert O. (Bob) Johnson, display manager, 
Commonwealth Edison Company, Chicago, 
and president of the Chicago club, and E. D. 
Tillson, Carl Zersen, and R. G. Raymond, 
of the Lighting Institute. 

Those attending the sessions saw _ illus- 
trations of actual merchandise displays and 
their relation to light. The demonstrations 
were made by Arthur Miller, Florsheim 
Shoe Company; J. W. Campbell, Carson 
Pirie Scott & Co.; John Polari, Charles A. 
Stevens Company, and Carl V. Haecker. 

Among the speakers was James Ketch, 
General Electric Company, Cleveland, who 
spoke on “Three Second Selling,” pointing 
out that 80 per cent of people on the street 
pass a given window in three seconds. . 
Good lighting and dramatic displays, he 
said, have the ability to stop 20 per cent 
of such passersby, whereas poorly lighted 
display stops only 4 per cent. 

Following the address by Ketch, talks 
were made by William Foulks, Curtis Light- 
ing Company; James Toohey, Holophane 
Company; A. T. Fisher, Western Electric 
& Manufacturing Company, and E. W. 
Wheeler, Reflector and Illuminating Com- 
pany. 

Other points brought out during the school 
were: A show window must compete directly 
with all brightly lighted spots, such as other 
show windows, motion picture houses, etc., 
so the eye instinctively turns to the bright- 
est spot; 87 per cent of the people buy 
through the attraction of sight; the mind 
retains 72 per cent of what the eye sees and 
only 28 per cent of that which is received 
via the ear; many stores light the aisles and 
not the merchandise, whereas light must be 
directed to the products for sale; merchan- 
dise returns can be decreased materially by 
proper lighting in the windows and store; 
most stores have an average illumination of 
about ten foot-candles, and a few have an 
average as low as two or four foot-candles, 
whereas a minimum of forty is required for 
comfortable reading and clerical work; to 
show any appreciable difference in Jight, the 
wattage must be doubled or more; insuff- 
cient light is just as out of date as worn- 
out fixtures, cards, and posters; it is the 
duty of every displayman to study and 
analyze the lighting of his particular store 
in order to get the maximum sales possible 
from his displays; people return to a store 
because they saw and remembered; a single 
idea is what sells merchandise; confusing 
zig-zag and criss-cross lines detract from 
the article on view; women travel approxi- 
mately twenty-one miles to buy clothing, 
and men travel about nineteen miles. 

Other educational meetings are being 
planned by the Chicago club for the fall and 
winter, under the leadership of “Bob” John- 
son, and the coming months should bring 
many practical sales-producing programs. 
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WHY? 


Leading merchants throughout the 
United States, season after season, 
eagerly await 


SCHACK’S 
CHRISTMAS BOOK 


Of Decorative Suggestions 


Its Vivid Pictures in Colors Offer 
The Very Latest Decorative 
Possibilities 
DECORATIVE WINDOWS 
as suggested by SCHACK become at 


once a magnet—an insurance for in- 
creased business. 


SCHACK’S 
CHRISTMAS CATALOG 


is ready... itis free. The standard guide 
for nearly HALF A CENTURY to others 
—why not for you? Ask for Book F. 


Schack Artificial Flower Co. 


319 W. Van Buren St. Chicago, Illinois 


Phone Harrison 6987 











THE BRISCHOGRAPH 
JUNIOR 
MAKES YOU AN ARTIST INSTANTLY 


The Brischograph is an indispensable 
piece of equipment for every Poster 
Artist, Sign Man, Displayman, Card- 
writer, Designer, Outdoor Plant, Com- 
mercial Artist, etc. 

THE JUNIOR BRISCHOGRAPH is for 
those who generally work on 28x44, and 
similar size posters. It will cover 4x4 inches 
of copy at one time and will enlarge to 6x6 
feet. By removing slide on bottom, greater 
coverage and enlargement are possible. It 
is a third the size of the 3-10 model but is 
an exact duplicate in quality of lens and 
construction, finish, operation, and clearness 
of projection. For Immediate Delivery. 
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MONEY 
— $1 0.00 ORDER 
EXPRESS F. O. B. COLUMBUS 
To Rated Firms Upon Their Order 


Established 1926 
Dealers All Over the World 


THE BRISCHOGRAPH CO. 


92 E. Lakeview Ave. Columbus, O. 
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Mink Coats Stolen From 
Window Displays 

A mink coat valued at $1,500, used in a 
display which won a silver loving cup for 
H. Van Hise, display manager, in a recent 
window display contest, was stolen from the 
window of H. M. Voorhees & Brother, 
Trenton, N. J., recently, when a thief threw 
a brick through the window and removed 
the coat. Under similar circumstances a 
few nights later another mink coat was 
stolen from a window display at the Isaac 
Long specialty shop, Wilkes-Barre, Pa. 





Hier Enters Fixture Business 
At Minneapolis 

L. E. Hier, recently of Smiley & Hier, 
Chicago, and well known to the display 
trade because of his long identity with the 
old Palmenberg company, has established 
the L. E. Hier Display Equipment Company 
at 9 North Fourth street, Minneapoiis, Minn. 
The company will represent the Korrect- 
Way line of display fixtures, mannequins, 
and store equipment in the central north- 
west territory. Hier in a life-time connec- 
tion with the fixture selling field is known 
to thousands of displaymen, many of whom 
in the territory he will now serve will be 
eager to renew old acquaintances. The 
Korrect-Way line which the company will 
distribute is manufactured by the American 
Fixture and Showcase Manufacturing Com- 
pany, St. Louis, Mo. 


Frames and Specialties Added 
To Spiro Line 

The C. Spiro Manufacturing Company, 
Dobbs Ferry, N. Y., manufacturers of an 
extensive line of metallic mouldings, will 
shortly announce the manufacture of frames 
and display specialties as an addition’ to 
their present line. The wide use of metal 
mouldings in display work in recent years 
has given this company a new outlet for 
its mouldings, the company having been 
large suppliers of this item to the automo- 
tive trade for many years. 


Novel Motion 
Display 

A radical departure from the conventional 
motion display has been introduced by the 
Vertex Company, New York City. The 
novelty is a specially designed motor unit 
(Aro-Advertiser) which operates an arrow, 
rising and descending with a long sweeping 
stroke and indicating some prominertly dis- 
played article in the window. In place of 
the arrow it is possible to use a ‘large 
variety of other objects to fit individual re- 
quirements. This unit has been designed to 
meet the demand for an outstanding attrac- 
tion in the maze of displays and has proven 
very effective in compelling the attention of 
the passerby. The Aro-Advertiser solves 
many of the present-day display problems. 


Russell Roe Wins 
Display Award 

Russell Roe, display manager, Fandel’s, 
Saint Cloud, Minn., was awarded first prize 
in the window display contest conducted by 
the Printz-Biederman Company last season 
among its dealers. The winning window 
was a display of Princess coats in the 
store’s anniversary promotion. 
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A Showmaster revolving turntable is 
one of the most useful items of equip- 
ment the display manager can have: 


SHOWMASTER can be used in so 
many ways... either by itself or with 
a superstructure. 


SHOWMASTER puts the display in 
motion, and exhaustive tests have 
proved that motion stops from nine to 


twenty-five times as many people as 
a still display. 


SHOWMASTER enables you to “high- 
spot” several items in rotation, or 


SHOWMASTER allows you to show 
all sides of one item. 


SHOWMASTER is simple and durable 
in construction. Inexpensive to buy. 
Costs less than ONE cent a day to 
operate. Carries up to 150 pounds. Its 
18-inch disk makes 4 to 7 revolutions 
per minute. 


REVOLVING MERCHANDISER is 
similar to the Showmaster but of 
lighter construction. Carries up to 50 
pounds. 


Write for folder illustrating and de-- 
scribing the Showmaster, Revolving 
Merchandiser, and the Pendulum 
Power Unit. 


MOTION DISPLAYS Inc. 


Division of Mergenthaler Linotype Company 
29 RYERSON ST. - BROOKLYN.N. Y. 
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Dealers Will Use More Displays 
if installation Is Easy 


Literally thousands of window displays, 
carefully designed to aid dealers at the 
point of sale, never are used. Aside from 
the fact that every retail store owner re- 
ceives more displays than he can possibly 
use, some of the pieces require too much 
time to install, or look too complicated, or 
need the services of an experienced dis- 
playman. The dealer looks at the knocked- 
down display, hesitates, and then relegates 
the beautiful art work to the basement. 

Many factors must be scanned carefully 
before a successful display can be created, 
but ease of installation must always be a 
major consideration when a manufacturer 
orders the production of a retail selling aid, 
unless it is planned to have the display in- 
stalled by a display firm specializing in 
that work. 

It is our belief that displays are a most 
important part of merchandising. We know 
they help to sell hosiery, and accordingly 
we want our dealers to use the window 
helps we send them. We have expert dis- 
playmen arrange sample windows for them 
to follow, if they desire, and if they do 
not have a displayman for that purpose. On 
other installations we supply the window 
cards and with a photograph of the display 
before him, the dealer has little difficulty 
in setting up a simple, yet attractive window. 

The display shown in the photograph with 


By KENNETH J. CLARK 
The Allen-A Company, Kenosha, Wis. 


this article is one which is now being repro- 
duced over the entire country by thousands 
of Allen-A dealers. The background of the 
display consists of light blue broadcloth 
over which cellophane is hung. This latter 
does not appear in the photograph, as it 
was necessary to remove the cellophane in 
order to obtain a good photograph, unblem- 
ished by shadows and light spots. 


The center display card of the white fig- 
ure (painted by Rolf Armstrong), around 
which is draped a_ reddish-orange cloak, 
lends color to the window, as do the smaller 
water color name cards. These cards, with 
their gay colors and striking figures, relieve 
the somberness created by the dark-hued 
fall hosiery. The name cards vary in color. 
The boxes used, of course, are our standard 
blue and silver hosiery box. 

We do everything we possibly can to give 
our dealers aid. We know that they can 
not afford expensive display cards of the 


—The bright painting of the center card 
relieves the darkness created in the win- 
dow display by the fall shades of hosiery. 
Water color name cards are used for the 
same purpose. The background is of light 
biue broadcloth, covered with cellophane. 
The hosiery boxes are blue and silver— 


type we offer, and that they wish help in 
bringing our merchandise before the public 
eye. Window displays are the logical means 
to use in accomplishing this, but from the 
standpoint of the manufacturer who makes 
the merchandise, it must be relatively cer- 
tain that they will be used when the dealer 
receives them. One way to accomplish this 
is to be certain that the displays are of 
utmost simplicity, well-conceived, and will 
do a selling job at the right time and place 
—the point of sale. 





C. R. Crawley Receives 
Promotion 

C. R. Crawley, The Big Store, Auburn, 
N. Y., recently was promoted to the posi- 
tion of advertising manager. He will also 
continue as display manager, dssisted by 
Charles Sampson, 





New Company Will Make 
Moving Displays 

Timers, Inc., has been organized at Mish- 
awaka, Ind., to produce a new design of 
electric motor synchronized at various 
speeds for operation of animated window 
displays. Paul Jones is president of the 
organization, Glen S. Stratton, designer of 
the motor, vice-president, and H. L. Har- 
man is secretary-treasurer. 





Sra chia ie Se Ee oe 


ei 


San oe 


as 


PRS A eee eS 





= 


oe A 


AP ig, 





—mhnti nnn oO 


NR Rie EO at =o 8 


Fa oe 





ae 
Tip oes 


ee rene ages 
Pe see 


Sabie: 


spss 
heed 3 


October, 1935 


DISPLAY WORLD 


27 





“The 





OVERALL SIZE, 54” 


popular for 


Many other Window Display Set Pieces ... 
Sprays, etc., are available at reasonable prices. 


Hit of the I. A. D. M. 


Convention”--Oltmanns 


CRYSTALITE 
Deeorations 





Patent Pend. 


Made of Tubular Cellophane 


The scintillating beauty of this entirely new Olt- 
manns product found instant favor and acceptance 
by many leading Display Men of America. 


The two CRYSTALITE Units shown have proven most 


Interior Decoration. 
Pom Pom 


8” Pom Pom Sprays with Cellophane leaves, 36” stem, 
as low as $9 per doz. 


Extra Heavy Full Round 4” 
white, green, blue. 


Cellophane Garland. Red, 
$3.60 doz. yds. $36.00 gross yds. 








BALL UNIT No. 875 
$5.40 — $54 doz. 


OLTMANNS MOVIE ART SNOW 

Made of pure White Corn Flakes. Intro- 

duced by us exclusively six years ago. 
12%e Per Pound 

SO. Ico Seet $4.50 TO See. 5.2. $8.00 








Complete with bracket and 
foliage (as shown on _ star 
unit). 
$12.90 ea.—$129 doz. 
Balls, 8”, 12” and 16” 
Prices on single balls on 
application. 








OLTMANNS 


1403 Douglas Street 


Omaha, Nebraska 


STAR UNIT No. 859 


Complete as pictured, $15; doz. $150 


Star Wait Oni ook eaceaseeen $7.50 
Bracket, 48” by 30” ...........0.000- $3.75 
Crystalite Foliage Spray............ $3.75 


Red and Silver Bracket, Red_ Stars, 
Green Foliage. May be had in White or 


Blue combinations. 


WITHOUT BRACKET, 72” 


OVERALL SIZE, 











Window Circulation Pro= 
cram Wins Enthusiasm 


A joint meeting of advertisers and lithog- 
raphers was held September 25 in New 
York City for the purpose of discussing the 
window display survey program of the Ad- 
vertising Research Foundation of the Asso- 
ciation of National Advertisers. The pro- 
posed survey is for the purpose of estab- 
lishing window circulation figures and rela- 
tive data, which will permit the more intelli- 
gent application of this form of advertising. 
It is understood that more than half the 
proposed fund of $47,000 needed for the 
work has been raised at this time through 
contributions by companies interested in the 
survey. 

The meeting was well attended, among 
those present being William A. Hart, 
director of advertising, E. I. du Pont de 
Nemours & Co., Inc.; A. O. Buckingham, 
director of advertising and market research, 
Cluett, Peabody & Co., Inc.; Ken R. Dyke, 
general advertising manager, Colgate-Palm- 
olive-Peet Company; J. W. Dunbar, Gen- 
eral Electric Company; Harold B. Thomas, 
vice-president in charge of sales, The Cen- 
taur Company; Robert J. Flood, advertising 
manager, National Biscuit Company; Stuart 
Peabody, director of advertising and com- 
mercial research, The Borden Company; A. 
T. Preyer, vice-president, Vick Chemical 
Company; Maurice Saunders, secretary, 
Lithographers’ National Association; Fred- 
erick L. Wertz, president, Window Adver- 


tising, Inc., and Associates; Morris Einson, 
chairman, window display committee, Na- 
tional Lithographers’ Association; Dr. Mil- 
ler McClintock, Harvard University; Tur- 
ner Jones, vice-president, Coca-Cola Com- 
pany, and chairman, window display com- 
mittee, Advertising Research Foundation; 
Lee H. Bristol, vice-president, Bristol- 
Myers Company, and Arthur E. Tatham, ad- 
vertising director, Bauer & Black. The 
seven last-named men spoke briefly in favor 
of the proposed A. N. A. survey. : 

Maurice Saunders: “The survey on win- 
dow display circulation proposed by the 
Association of National Advertisers is going 
to make it easier to sell window displays. 
More than that, this study is going to pro- 
vide sound selling for displays. Buyers of 
window display through the A. N. A. have 
shown their interest by contributing money. 
Lithographers have contributed a certain 
amount. Some of the brokers, or service 
people, have contributed. Mounters and 
finishers should be a big factor. The paper 
people should also be a big factor. The 
printing machinery people should be inter- 
ested. All of these interests should get be- 
hind this program promptly with substantial 
subscriptions.” 

Frederick L. Wertz: “We—all who make 
a profit from the sale of window display— 
must wake up to a realization of the possi- 

[Continued on page 30] 


Unusual! Exclusive! Smart! 


DISPLAY 
MATERIALS 


for Christmas 


For displaymen who want some- 
thing different te%#&%% new display 
fabrics, papers, invisible brad 
mouldings, tubes, flowers, art work, 
corrugated papers, foil and velour 
papers, featuring *¥*x* 


STAR PAPERS—30 in. Wide 
SAMPLES? Gladly on request 


MARCUS 


WINDOW DISPLAY SERVICE 
110 Lincoln St. Boston, Mass. 


DISTRIBUTORS WANTED 














The Aristocrat of 
PRICE MARKERS 


Smart Interchangeable Metal 
Numerals and Letters 
Manufactured by 


Combination Produets Co. 
NEW YORK CITY 


64-74 WEST 23RD ST. 
*Actual Samples sent on request 
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No Color Scheme 
Difficulties 


WHEN YOU USE 


FELT 


for fabric-covered panels, backgrounds 
and floors. 

There is available a wide range of col- 
ors that makes display planning easy. 
And felt is a quality material, one that 
works easily and produces effects not 
possible with other fabrics. 

The displaymen of America have shown 
a wide preference for 


Acadia Brand 


because of its quality and uniformity. 
Send for color chart today. 


Western Felt Works 


Established 1899 


MAIN OFFICE AND MILL 
4131 Ogden Ave. Chicago, IIl. 


EASTERN OFFICE AND WAREHOUSE 
42-44 East 20th St. 


New York City 









MAILING LISTS 


GET OUR FREE 
REFERENCE 


BOOK and 
MAILING 
LIST CATALOG 


Gives counts and prices on accurate guaranteed 
mailing lists of all cl of busi enter- 
rises in the U. S. Wholesalers—Retailers— 
anufacturers by classification and state. Also 
hundreds of selections of individuals such as 
professional men, auto owners, income lists, etc. 


Write today for your copy 





R.L. POLK&CO. 


Polk Bidg.— Detroit, Mich. 


Branches in Principal Cities 
World's Largest City Directory Publishers 


Mailing List Compilers. Business Statis 
tics. Producers of Direct Mail Advertising 











-—l|_EARN=_— 
Window Display, Advertising, 
Show Card Writing 


AT A PRACTICAL SCHOOL 
CHICAGO DISPLAY SYSTEM 


3% W. ADAMS ST., CHICAGO, ILL. 
Write for Booklet 
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Dacific Coast Convention 
Lauds “Displays That Sell°° 


“How Window Displays Should Create 
Sales” was the theme of the Pacific Coast 
Association of Display Men twelfth annual 
convention, held at the Hotel Congress, 
Portland, Ore., September 22, 23, and 24. 
The various speakers laid much stress on 
the fact that the primary purpose of display 
is to move merchandise. The convention 
was well attended and great interest was 
shown in the many demonstration displays, 
addresses, and entertainment features. 

Victor Linden, J. C. Penney Company, 
Spokane, Wash., was elected 1935-36 presi- 
dent. Linden had formerly served as third 
vice-president of the organization. He re- 
places Floyd E. Tucker, J. C. Penney Com- 
pany, Bremerton, Wash., who automatically 
becomes chairman of the executive com- 
mittee for the coming year. The other offi- 
cers elected, named by the nominating com- 
mittee and approved unanimously by the 
delegates, were as follows: First vice- 
president, Henry Stohlton, Friedlander’s, 
Seattle; second vice-president, C. E. Wil- 
liams, Barnes-Woodin Company, Yakima, 
Wash.; third vice-president, Lynn Taylor, 
Jackson Furniture Company, Oakland, Calif. ; 
secretary-treasurer, C. H. Fogelquist, Fogel- 
auist Men’s Store, Spokane. Walter Rimes, 
Henry Birks Company, Vancouver, British 
Columbia, and H. E. McLaren, Bon Marche, 
Seattle, were appointed to the executive 
committee, to serve with Floyd Tucker. 

Rollin Trumbull, Jr., Chas. F. Berg Com- 
pany, Portland, 1934-35 first vice-president 
of the P. C. A. D. M., capably handled the 
duties of convention director. Convention 
committee directors were R. Weldon Smith, 
Lipman, Wolfe & Co., program and educa- 
tional: Cy Hawver, Edwards Furniture 
Company, publicity: L. A. McMullan. East- 
ern QOutfitting Company, photographic pos- 
ter contest; P. G. Neville, Neville School 
of Applied Arts, exhibits; Russel! Wal- 
bridge, Chas. F. Berg Company, finance, all 
of Portland. 

Registrations started Sunday, September 
22, after which the judging of photographic 
contest entries took place. In the evening 
an inspection of Portland’s fall opening win- 
dows was made. Getting under formal 
headway Monday morning at a get-together 
breakfast, the delegates were called to order 
bv H. A. Bidwell, J. C. Penney Company, 
Everett. Wash., secretary-treasurer. An ad- 
dress of welcome was made by Joseph Car- 
son, mayor of the convention city. Mayor 
Carson said, in part: “What is really the 
basis of all prosperity as we know it? I 
have come to the conclusion that it is con- 
serving. producing, selling, and consuming 
the things we do not have to have. The 
great work to be done is to create a desire 
to have something better. That desire will 
be created, and it will reach the stage of 
demand and that means buying. If that 
could be done in this country today it would 
do more toward attaining prosperity -than 
any other thing possible. All the difficulties 
we have from time to time are simply be- 
cause so many people want to look back- 


ward all the time and will not put their 
best foot forward. In that lies the whole 
root of prosperity.” 

Charles T. Boyd, Display Equipment Cen- 
ter, Seattle, responded with congratulations 
to the Portland displaymen for their work 
in cennection with the convention. “There 
isn’t a city anywhere in the West that can 
put on a better show than the boys have 
done in this town,” he said. 

The convention director and committee 
chairmen were introduced by Floyd Tucker, 
after which a brief report was given by the 
secretary-treasurer of the association. He 
added that three new units have joined the 
P. C. A. D. M. during the past year. They 
are the Spokane unit, organized by John 
DeJung; the Portland unit, organized by 
Rollin Trumbull; and the Great Falls, Mont., 
unit, organized by Wayne Snook. 

Rollin Trumbull demonstrated a window 
display of hosiery and told the delegates: 
“One must remember that today really good 
results can not be obtained from a window 
unless there is something in that window 
display that is dominating enough to attract 
attention. Something has to be done that 
will stop the person going by and make her 
notice hosiery, and not the window or back- 
ground. I have maintained for a long time 
that in an ordinary hosiery trim (that is, 
hosiery hung on tee stands) from the stand- 
point of attention, you might just as well 
leave the hosiery out of the window and put 
in a sign. Something must be used that in 
its design alone contains enough appeal and 
enough difference from the ordinary to stop 
a customer and make her observe what you 
are displaying. For years, stores have dis- 
played hosiery and smaller articles on tee 
stands in precisely the same way. Now the 
specialty shops and department stores have 
new competitors which make it necessary 
for them to adopt new methods of display- 
ing merchandise. By adopting unusual con- 
struction in display, one stops the use of tee 
stands and automatically changes the ap- 
pearance of that display. The customer sees. 
the difference, which in turn automatically 
stops the customer.” 

A round-table discussion followed on 
various problems of the organization. Plans 
were made to take steps to interest more 
displaymen in joining the group and attend- 
ing conventions. Henry Stohlton, who was 
jater to be elected first vice-president, told 
of his experiences in reorganizing the 
Seattle displaymen’s club and made sugges- 
tions for similar promotions by other cities. 

Lynn D. Johnson, Portland General Elec- 
tric Company, and Walter Potter, General 
Electric Corporation, gave a demonstration 
and talk on “Correct Window Display Light- 
ing,” stressing that displaymen have a light- 
ing! problem to overcome. 

Luncheon was held at the convention hall, 
with two interesting addresses being giver 
by L. C. Lewis, Oregon Mutual Life Insur- 
ance Company, and Charles T. Boyd, the re- 
spective subjects being “The Psychology of 
Selling” and “Old Displays and New.” 
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Boyd traced the history of display from 
ancient days up to the formation of the 
International Association of Display Men 
thirty-five years ago and the organization of 
the Pacific Northwest Association of Dis- 
play Men in 1923, illustrating his speech 
with slides of window displays installed 
from 1896 to 1912. 

During the afternoon, M. L. Owen, Chas. 
F. Berg Company, spoke on “The Display 
Department From the Comptroller’s Stand- 
point,” followed by Robert Smith, Lipman, 
Wolfe & Co., who talked on “Windows As 
Needed For Promotions.” In discussing the 
comptroller’s view of display, Owen said, 
in brief: “Since window displays today play 
a far greater part than ever before, it nat- 
urally follows that a display manager should 
be conversant with and help plan all promo- 
tions. In doing so he is thoroughly ac- 
quainted with the appropriations that are 
given for publicity, thus being familiar with 
this expenditure he would be in a better 
position to help determine what proportion 
should be given over to window display. 

“Expenses today are naturally on the in- 
crease and as the total publicity per cent 
can only be a certain percentage of the 
whole, it would seem that one of the major 
avenues of publicity must give in to a cer- 
tain proportion of the other. Due to the 
fact that the public of today is becoming 
more educated, it follows that every form 
of advertising must be more efficiently out- 
lined. Sales people must know more than 
they used to about the selling of merchan- 
dise. 

“The display manager should be well in- 
formed on his previous record of displays. 
By this I mean that he should keep a tabu- 
lation on how well his windows have pulled 
so that in planning for the new month in 
the new year he should be able to refer to 
the same month in the year previous. This 
matter should naturally be called to the 
attention of the merchandise manager or 
promotion manager. So to my mind I can 
not see but that the display manager should 
definitely be the assistant merchandise man- 
ager or assistant promotion manager in any 
retail establishment. 

“IT also believe that we could use more 
windows that say to the customer ‘why you 
should buy,’ rather than ‘why we want to 
sell.” Be guided by the era in which you 
are living, as vast changes are constantly 
going on. Be careful not to become too 
close to your work to take cognizance of 
these things. What we thought yesterday 
doesn’t count for much. What we know 
today does.” 


A dinner dance Monday night in the con- 
vention hall was greatly enjoyed. It was 
given by the retail merchants’ department 
of the Portland Chamber of Commerce. 

The Tuesday morning session was opened 
by a discussion of “Modern Show Cards,” 
by Leo Delano, who said: “The require- 
ments of a modern show card are simplicity, 
neatness, proper arrangement, and _ sales 
value. I believe these factors are the most 
important. A good letterman will make a 
show card in the least amount of time, with 
the least amount of cost and effort, and make 
it in such a manner that it will please the 
customer. The show card trend today is 
toward the final sale.” 
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George Smith, Meier & Frank, Portland, 
gave a demonstration and talk on “Silk 
Draping,” after which the election of offi- 
cers was held and Spokane selected as the 
convention city for 1936. During a round- 
table discussion of plans for the future, 
Rollin Trumbull commented: “Here in 
Portland we have had the job of putting 
on a convention. We learned several things. 
One of them was that in order to have an 
organization of any kind you have to keep 
right at it. You can’t call three, four, or 
ten fellows and expect to have thirty in 
attendance. You have to call them all and 
tell them there is to be a meeting. There 
is another thing we have found here in 
Portland. If we really tell the man that the 
whole idea behind an organization of this 
kind is to get strength so that we may be- 
come affiliated with a national organiza- 
tion, then we find that they reply something 
like this: ‘Oh, I didn’t know that. Sure, 
I will be glad to work on something like 
that. It might mean something.’ Just the 
minute we stated to these men that the idea 
was to get strength enough on the Pacific 
Coast to organize groups that have strength 
enough to affiliate with some other stronger 
organization, then we began to get atten- 
tion. What we need right now is a stronger 
organization which might possibly be asso- 


_ciated with a national organization, whereas 


a group of fifty, seventy, or a hundred can 
not. In that way there is no individual 
or any group of people doing any jeopardiz- 
ing of their business or anyone else’s busi- 
ness. It is merely a hint of what we want 
here in Portland, and it’s a strong enough 
hint to get some results.” 


COOPERATION OF DEPARTMENTS 
MEANS INCREASED BUSINESS 
[Continued from page 9] 
in our store, not only believe in this method 
of coordination, but have gone to the extent 
of giving the display department the greater 

part of this combined budget. 

Two of The Peerless Company windows 
are shown with this article. A moss-covered 
floor was used for the riding habit window. 
The background of two panels was in a dark 
green. The panels were about six feet in 
height and had a little fence in front, thirty 
inches high. The photograph in the back- 
ground was a 40 by 60-inch enlargement, and 
was trimmed with corrugated display ma- 
terial. The two scrolls on top of the panels 
were cut-outs, painted in blue and white. The 
poster reads “Get the Peerless habit.” 

The cotton display used a backgrotind of 
monk’s cloth. The heads, arms, and iegs of 
the two cut-out figures were tacked onto this 
cloth. The flowers were cutouts, the natural 
cotton material being glued on. The little 
dog at the left of the display was cut from 
wall board. Natural cotton was glued :to 
it, and sprayed with an air brush to give a 
life-like effect. The background bore the 
words “Cotton Is King,” and a poster in the 
foreground explained as follows: “I acquired 
this name when James Hammond of South 
Carolina, speaking in the United States Senate 
in 1858, said: ‘No, sir, you dare not make 
war on cotton. No power on earth dares 
make war on it. Cotton Is King!’—and the 
name stayed with me ever since. Fashions 
by Peerless.” 











Mose Siales 


MIRROR DISPLAYS 


Tests Prove 
Profits Go 
Up Selling 
With 
MIRRORS 


“The most im- 
portant, scientif- 
ically sound dis- 
play principle in ae 
years!” That is the opinion of merchandising ex- 
perts in every type of retailing after making 
Checked Tests with Mirror Displays. Dealers every- 
where report remarkable results . . . dealer in Illinois 
reports 300% increase—others 200%—100% common. 
Brand New! Mirror Displays in Colors. Blue, 
Gold, Green, etc. Wonderful contrasting effects 
now possible. Catches every passing eye. Compels 
attention. Adds 100% EYE VALUE and SALES 
VALUE to most ordinary articles. : 
Revolving Displays. Hundreds of tiny, gleaming 
mirrors in MOTION. For every purpose. Standard 
or buiit to specifications. Single unit for counters 
and showcases. No matter what you put on them— 
Mirror Displays answer with MORE SALES. 
MAKE THIS SALES TEST. Do as hundreds of 
live dealers have done. Order one or a _ dozen 
different units. Watch your sales leap with Mirror 
Displays .. .in JUST ONE WEEK. ’ 
DISPLAY MEN! Put Mirror Displays in every 
store. This advertising runs in merchants’ trade 
papers. Follow it up and Clean up BIG NOW! 
aoe for full money-making details, TODAY— 
FREE! 


MIRROR DISPLAYS 


814 S. Main St. Dept. 610 Rockford, Ill. 














SAVE at the 


DISPLAY CENTER 


of Philadelphia 


PROMPT 
DELIVERY 


on all 
Display Materials 
and Fabrics 


NOW IN DEMAND 


Let Us Supply Your Requirements 
Write for Catalog K 





319 N. 11th Street 
PHILADELPHIA, PA. 
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SCHOOLY DISPLAY 


Professional Courses in Window Display. 
Supervision by New York experts. 
ersonal direction of Polly Pettit. 

Day and Evening Classes—Next Course begins 
November 4. Write for Folder D. 


CIrcle 6-3460. 
R.C.A. Bldg., Rockefeller Center © New York City 











Get a Raise 


SALARY 


by Taking Courses in 








Window Display 
Card Writing 
and Advertising 


at the 











KOESTER SCHOOL 


300 W. Adams St. Chicago 





Bigger than ever! 180 
pages of supplies for 
ARTISTS, SHOW 
CARD WRITERS, 
SIGN PAINTERS, 
DISPLAY MEN. Your 
copy is ready! 





Bert L. Daily's 


SILVER ANNIVERSARY 
CATALOG No. 20 


Write for your Copy today 


BERT L. DAILY, Inc. 
122 E. Third St. Dayton, Ohio 








for Motors 
Turntables and 
Display Mechanisms 
Force Attention with Motion! 
SPEEDWAY MOTORS —A. 
C. or Universal; plug into 
light socket without trans- 
formers; cased or skeleton mga 
that mount and run in any 
tion. 2 drives. TURNTA ‘BLES— 
Cast steel, ready to plug sah sup- 
port 150 Ib. SPECIA 
MECHANISMS a eg 
tery pumps, etc. Low 
prices. Guaranteed. 


Revedwey Mfg. Co. 
1841 So. 52nd Ave. Cicero, Ill. 



















DISPLAY WORLD 






WINDOW CIRCULATION PROGRAM 


WINS ENTHUSIASM 
[Continued from page 27] 


bilities that may accrue from this particular 
research effort on window display. No per- 
son who sells the materials that go in the 
window; no one who puts the displays in the 


‘window; no one who manufactures the raw 


materials that are used in the manufacture 
of displays can afford to sit back and not 
be identified with this movement. 

“If window displays will do and can do 
what we all say they will, and if we can 
get a certification of that by an authoritative 
body such as the Association of National 
Advertisers, whose statements would be ac- 
cepted by the buyer, if we don’t double or 
treble the amount of money that is now put 
into window display budgets, I will be very 
much surprised.” 

Morris Einson: “I feel that an unusual 
opportunity has been afforded the _ litho- 
graphic industry in having the buyers of ad- 
vertising, through the A. N. A., come for- 
ward and give us, in a way, an idea of 
specifications by which they would be will- 
ing to do business with us. They say to 
us: ‘We have specifications and you don’t 
seem to understand what they are; you 
don’t speak our language. We have a budget 
to which we must adhere strictly under cer- 
tain rules, regulations, and_ restrictions. 
Our expenditures call for circulation and 
you sell us lithography. We spend money 
for advertising, and you are trying to sell 
us press impressions. It doesn’t seem to 
mix. Let’s get together and work out some 
common denominator, some rule by which 
we speak the same language, have the same 
specifications. We are confronted, as adver- 
tisers, with a considerable number of media 
which call for our money. Most of those 
media have adopted our rule, and they sell 
us according to our specifications. Lithog- 
raphers do not. The result is that you, as 
lithographers, are losing a tremendous 
amount of business. 

“We must soon get the total amount that 
is needed so that the work can go on. I 
have no doubt that if the window display 
survey goes through under the direction of 
the A. N. A. it will stimulate lithographic 
production in window, and counter display 
to an extent beyond our own imagination. 
Window display has never received as much 
as 2 per cent of the total advertising bud- 
get of the country. If we can raise the 
demand for display by 1 per cent, we will 
have increased our production by 50 per 
cent. That certainly is a worthwhile goal 
for any lithographer.” 

Dr. Miller McClintock’: “Let me summar- 
ize this thing for you in this way and hit 
the high spots. We plan to take, insofar 
as funds are available—and the budget 
which has been requested is $47,000—ap- 
proximately twenty markets in the United 
States, widely spread geographically and se- 
lected in accordance with varying character- 
istics, character of. population, buying, dis- 
tribution of retail trade outlets, so that we 
will get a typical cross-picture from_ the 
larger eastern metropolis down to the small, 
typical agricultural market center. In those 
laboratory markets, those study areas, we 
plan to develop a basis for the circulation 
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MOULDINGS 


The Sign of Quality By 
Chrome Metal Mouldings 


SOFT FERN 
(also brass and _ copper 
finish) for all sorts of display and decorative 
purposes. 
Displaymen are enthusiastic about our exclu- 
sive Invisible Fastener types because no nails 
show through to mar the finish. Ask for free 
samples. 
PRICES DRASTICALLY REDUCED! 
because of greatly increased production. Write 
for details. 


The C. Spiro Mfg. Co., Dobbs Ferry, N. Y. 
Makers of Quality Mouldings for 20 Years 
Salesmen: Some good territories & 
open. Wonderful side line. 














DRAPERY FABRICS 


For Window Display, Theatri- 
cal Display and Drapery Effects 


Velours (Rayon and Cotton) 
Repps, Damasks, Satins, 
Monks Cloth, Crushed Plush, 
etc. 

(Special Contract Dept.) 


Sold Through Jobbers Only 


Oakland Si!k Mills 


438 Fourth Avenue New York 




















CUT-OUT LETTERS 
1936 STYLES 


On Hand or Made to Your Order. 
For Windows, Counter and Interior. 


LONDON ART DISPLAY 
254 WEST 54TH ST. NEW YORK CITY 
Write for Illustrated Catalog 








READY TO LETTER 
PRICE TICKETS and DISPLAY CARDS 


Fancy Borders and Gold Bevel Edges 
Send for Samples 


R. MARCHETTI & BRO. CO. 
42-44 BOND ST. NEW YORK CITY 


Renew Your Rugs with RUG-NU! 


Eighteen colors or samples matched. <A _ $2.00 
bottle dyes a 9x12 rug. Quantity prices on request. 


RUG-NU MFG. CO. 


Sole Makers and Distributors 
533 BELDEN AVE. Cc 








HICAGO 








The Chaptro Company 
For DISPLAY PAPERS 


Colored One Side Crinkled Cellulose 
Suede Foils Tinsel Cloth 


126 So. Sangamon St. Chicago 








MODERN DIE-CUT DISPLAY LETTERS 


New, exclusive styles . . . largest selec- 
tion of desirable sizes . . . wide assort- 
ment of attractive materials to choose from 

. . economical for all display purposes. 
New Illustrated Catalog Sent on Request 


Felt Letter Studios, Mfrs. 








538 South Wells Street Chicago, Illinois 


CUT-OUT LETTERS for DISPLAY WORK 


3/32 to 1 inch or more in thickness 
IN MANY LIN FINISHES 


KF More Beautiful 
and Less Expen- 
sive than Hand 

LIN Cut Letters. 


ben vier Lay and Price List 
& Sign Materials 
BRIDGEDORT. CONNECTICUT 
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DISPLAY MOULDINGS 


Aluminum -Foil 


Wide range in shapes, sizes and finishes. 
Latest Fall and Winter shades. 
Write today for samples and prices. 


LADON COMPANY,320S.Franklin, Chicago 





31 





Pyroxylin——Cork 
Eight foot 


Made in U. S. A. 




















evaluation of window display; that is, a 
method for the collection and recording of 
window display circulation upon a uniform 
and economical basis. 

“Then, also, we shall attempt to dig out, 
for consideration and use, basic facts on 
the position of window display space. That 
is, get facts on the relative exposure of 
window display space, character of design, 
and angularity to the traffic to which it is 
exposed. 

“We plan, then, to develop a simple method 
whereby in any market the available win- 
dow display space in various types of out- 
lets may be recorded on traffic flow maps 
of each of the markets. Each traffic flow 
map will reveal effective window display 
location. After that is done we hope to de- 
velop what may be considered basic infor- 
mation for standard market coverage by 
window display. It is not, of course, for us 
to say that standard market coverage in any 
particular instance need control the activi- 
ties of any advertiser in the number of dis- 
plays which he places. Such information, 
however, we do believe will give him a 
method whereby he may know if he is plac- 
ing displays in accordance with his oppor- 
tunity for repetition, and if he is getting 
coverage in the central, secondary, and ter- 
tiary retail business areas throughout a 
market.” 

Turner Jones: “The technique of produc- 
tion of window display has far outstripped 
development of use and knowledge of re- 
sults, which can not help but be a severe 
handicap to the medium, as it has been to 
the outdoor medium. There is no doubt in 
my mind but that the factual basis, on 
which publications were put early in adver- 
tising development, has been one of the im- 
portant factors in giving them a position of 
dominance. It is wholesome for the adver- 
tiser, agency, and lithographer that outdoor, 
radio, and point of purchase are now study- 
ing their own particular problems in an ef- 
fort to lay similar factual foundations.” 

Lee H. Bristol: ‘Advertisers are very 
serious about the window display program 
of the Advertising Research Foundation. 
The personnel of our committees and the 
substantial quality that they represent ought 
to show our good intentions and our seri- 
ousness. ; 

“In all mediums there are uncertainties 
and unknown quantities. I believe today 
that window and store display contain more 
uncertainties than any other medium. We 
must make joint efforts to remove as much 
uncertainty as possible. The first step is to 
get at circulation. In short, we must bring 
window display up to the same plane o:1 
which we now deal with most major me- 
diums. I am on the dotted line. I am go- 
ing to go with you and put some money 
into this study. I assure you that the A. N. 


A., as a group, and its members as indi- 
viduals, are back of this program.” 

Arthur E. Tatham: “My company and I 
are very much interested in the window 
display project of the Advertising Research 
Foundation. A few years ago, because as one 
company we couldn't afford to spend 
enough money to do a thorough window 
display research job, I wondered if some- 
thing could be added to our knowledge by 
cooperative effort. We therefore brought 
together the advertising managers of a 
number of firms in Chicago and pooled our 
findings. That helped, but at the same time 
showed us that we needed the very pro- 
gram now offered by the foundation. It is 
quite possible that producers of window 
displays are entitled to a lot bigger share of 
my advertising appropriation than they now 
get, but I am not going before the board of 
directors of my company and ask them to 
spend a hundred thousand dollars in win- 
dow displays unless I can have some facts 
beyond a guess for estimating what I am 
getting out of it. Our company, and other 
companies, should have that information. 
We can not spend more if we must continue 
to work on guesses.” 





STATEMENT OF OWNERSHIP, MANAGEMENT, 
CIRCULATION, ETC. 


required by Act of Congress of August 24, 1912, of 
The Display World, published monthly at Cincin- 
nati, Ohio, for October 1, 1935. 

State of Ohio, County of Hamilton. 


Before me, a notary public in and for the State 
and County aforesaid. personally appeared Nathan 
Silverblatt, who, having duly been sworn accord- 
ing to law, deposes and says that he is the Busi- 
ness Manager of the Display World and that the 


following is, to the best of his knowledge and be- 
lief, a true statement of the ownership, manage- 
ment, etc., of the aforesaid publication for the date 
shown in the above caption, required by the Act of 
August 24, 1912, embodied in section 537, Postal 
Laws and Regulations. 

1. That the names and addresses of the pub- 
lisher, editor, managing editor and business man- 
agers are: Publisher, The Display Publishing 
Company, 1209 Sycamore St., Cincinnati, Ohio; edi- 
tor, R. C. Kash, 1209 Sycamore St., Cincinnati, 
Ohio; business manager, Nathan Silverblatt, 1209 
Sycamore St., Cincinnati, Ohio. 

2. That the owners of The Display Publishing 
Co., 1209 Sycamore St., Cincinnati, Ohio, are: H. 
C. Menefee, 1209 Sycamore St., Cincinnati, Ohio; 
Nathan Silverblatt, 1209 Sycamore St., Cincinnati, 
Ohio; Maude Menefee, 3521 Raymar Blvd., Cincin- 
nati, Ohio; Stella Silverblatt, 729 S. Crescent Ave., 
Cincinnati, Ohio. 

3. That the known bondholders, mortgagees, and 
other security holders owning or holding 1 per cent 
or more of the total amount of bonds, mortgages or 
other securities are: (If there are none so state.) 
There are no bondholders, mortgagees or security 
holders. 


4. That the two paragraphs next above, giving 
the names of the owners, stockholders, and security 
holders as they appear upon the books of the com- 
pany, but also, in cases where the stockholder or 
security holder appears upon the books of the com- 
pany as trustee or in any other fiduciary relation, 
the name of the person or corporation for whom 
such trustee is acting, is given; also that the said 
two paragraphs contain statements embracing affi- 
ant’s full knowledge and belief as to the circum- 
stances and conditions under which stockholders 
and security holders who do not appear upon the 
books of the company as trustees, hold stock and 
securities in a capacity other than that of a bona 
fide owner; and this affiant has no reason to believe 
that any other person, association or corporation 
has any interest, direct or indirect, in the said 
stock, bonds or other securities than as so stated 
by him. 

NATHAN SILVERBLATT, Bus.. Mgr. 

(SEAL) 

Sworn to and subscribed before me this 
8th day of October, 1935 
EDWARD A. SCHOTT, 
Notary Public, Hamilton Co., Ohio 
(My commission expires Nov. 16, 1935) 

















OPPORTUNITY EXCHANGE 











Wanted 
EXECUTIVE SECRETARY 


With Display Experience Preferred 


Must be capable business manager, or- 
ganizer and executive. Must be able to 
post $5,000 fidelity bond. Give full details 
of experience and references in first letter. 


Address “BOX E., S.” 
Care DISPLAY WORLD 





Beautiful Christmas Display 


POPULAR THEME 
some 
Animated Units made by Messmore & 
Damon and Old King Cole Company. 


For further particulars address 


DISPLAY DEPT. 
People’s Outfitting Company 
Detroit, Mich. 








MECHANICAL CHRISTMAS 


DISPLAYS 
Real bargains, Turntables, Automatic 
Signs, Dress Display Machines, etc. 


GENERAL DISPLAY WORKS 
145 West 24th St. New York City 








POSITION WANTED—Displayman, 15 
years’ general dept. store experience, open 
for immediate change. Married, age 35. 
Will consider anything at any location. 
I. A. D. M. member. Address “Box H. E.” 
Care DISPLAY WORLD. 
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THE POWER OF DISPLAY WILL PUSH 
1. A. D. M. FORWARD 
[Continued from page 3]. 
entations as the opportunity suggested itself. 
A combination shipping case was made in 
such a manner that it served as a cabinet 
for storage of these displays when they were 
not in use. In other words, the Westing- 
house Lamp Company’s ultimate aim was 
to furnish their dealers with their displays 
in such a simplified and convenient manner 
that the merchant would be encouraged to 
use their displays in preference to their own 
or in preierence to any of their competitor’s 
displays, thus helping to insure greater win- 
dow circulation. 

About the same time that the national ad- 
vertisers began to take forward steps in the 
use of display advertising, came the chain 
stores, among the first of which were the 
five and ten cent stores. The “dime stores” 
as we call them, aside from our department 
stores, have given us the most concrete 
proof of the value of display. They have 
built and retained their business on the 
psychological theory that to sell merchan- 
dise you must show it, along with the theory 
that mass display creates the subconscious 
thought of quantity and inexpensiveness, 
which in turn creates among the maximum 
number of the buying public the desire to 
possess. 

Following the pioneering “dime stores” 
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DISPLAY WORLD 


came the many other chains who also im- 
mediately recognized the importance and 
value of display advertising as used both in 
the windows and in the interior of the store. 
A large part of this recognition was prob- 
ably caused by the results that the national 
advertisers, the large department stores, and 
the five and ten stores had obtained. As 
these various chains spread their net work 
of stores over the country the small mer- 
chant began to envy their success. They 
began to analyze the success of the chain 
stores and by analysis they found that the 
chain stores were giving a great deal of at- 
tention to their windows, one of the things 
that they themselves, as small merchants, 
had not been doing. Therefore, they began 
to take an interest in their own windows, 
in a small way. 

Each year we find these merchants tak- 
ing an even greater interest in their dis- 
plays. This is partially due to the fact that 
many of the wholesale houses maintain, due 
to the increasing demand of merchants, dis- 
play advertising or merchant’s service de- 
partments as an added service to their ac- 
counts. Even though the majority of these 
display and merchant’s services are not de- 
veloped to a point where they can benefit 
the merchant greatly, they have accom- 
plished a great deal in calling his attention 
to the importance of display. The merchant 
has also been informed through various 
display papers and trade journals that their 
window display space is a valuable adver- 
tising medium. Their attention has been 
called to the fact that this space is paid for 
in their rent and that their rent is largely 
based upon the size, kind, and location of 
their display windows. 

To borrow from Herbert W. Casson’s book 
entitled “Window Display Above All,” the 
following helps to emphasize the value of 
window display. He says that a large de- 
partment store made a study of the use of 
the five senses in buying goods. The investi- 
gators came to the following conclusion— 
that 

87% of merchandise was sold by sight 

7% of merchandise was sold by sound 
31%4% of merchandise was sold by smell 
144% of merchandise was sold by touch 

1% of merchandise was sold by taste 


As a result this store now spends more 
tine and money on its windows. Here is 
another bit of information from the same 
source. An optical store made a habit of 
asking each customer why he came in. The 
results were as follows: 


Newspaper advertising ...... 114% 
Window display 24% 
Sent by other firms.......... 3% 
Recommended by customers. 41% 
Permanent patrons ......... 20% 
Miscellaneous YM 


This gives the apparent result that win- 
dow display was more than twice as effec- 
tive as newspaper advertising, which, in 
this case, may have been true. We all 
know that in some localities, especially the 
larger cities, without a doubt newspaper 
advertising is the more important because in 
the larger cities the circulation value of a 
newspaper can be greater than can window 
circulation and, therefore, should receive 
a larger appropriation. However, in the 
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larger cities it is of the utmost importance 
that both newspaper and window display 
advertising be used extensively in order to 
get the maximum circulation. We also 
know that in some of the smaller towns and 
cities the newspaper does not have the ac- 
tual circulation that window display has 
and in such localities the budgets should 
be arranged accordingly. 


I borrowed these facts to give you an ex- 
ample of the type of information that the 
average merchant, as well as the chain 
stores and department stores, are receiving 
in the various trade journals and publica- 
tions. During the recent depression years, 
all business naturally had to curtail ex- 
penses. In curtailing some of the advertis- 
ing expenses they realized that there was 
offered to them an important advertising 
medium—their window space, which already 
was paid for in their rent. The retailing 
world began to use this medium, possibly 
because .the space was already paid for. 
Nevertheless, they found that the results 
were even greater than they anticipated. 


With the favorable results and publicity 
window display advertising has received in 
the past and with the research work now 
being done to establish window circulation 
value, as well as to offer proof of results, 
it is my belief that within the next four 
or five years window display advertising 
will be recognized as on a par with, or, in 
many cases, even as more important than 
any of the other advertising media. 


Because of the increased use and recogni- 
tion of display advertising in the past few 
years and because of the need for a profes- 
sional association of displaymen, the I. A. 
D. M. will go forward; it will progress, and 
this progress of the profession will not and 
can not be the work of an individual nor a 
small group of individuals. Every man and 
woman in the profession must contribute to 
its progress and it is my belief that every- 
one capable of display advertising will rec- 
ognize the need of the I. A. D. M. for the 
advancement of the profession. It is the 
duty of every man and woman in the field 
of display advertising to become a member 
of the I. A. D. M. in order to contribute 
their part in advancing their chosen profes- 
sion. 


It is also the duty of every present mem- 
ber to assist in organizing local clubs and 
in enrolling new members. This organiza- 
tion in this respect is very much like our 
job: what we get out of it is based entirely 
upon what we put into it. Every present 
member should make it his obligation to the 
I. A. D. M. to send in at least two member- 
ship applications within the next two 
months. 





Stefan Sells Interest In Firm 
Bearing His Name 

Edward J. Stefan, president, Stefan, Inc., 
Milwaukee, recently sold his interests in the 
firm to Leo Brunner. His future plans are 
not yet definite. Stefan was for many years 
prominent in the display field. The company 
will continue at its newly enlarged quar- 
ters, with the same personnel. It is asso- 
ciated with Window Advertising, Incorpo- 
rated. 





CHICAGO 


FOR DISPLAY EQUIPMENT AND DECORATIONS 
































A. L. HANSEN MFG. CO. THE KOESTER SCHOOL 


5041 RAVENSWOOD AVE. 367 WEST ADAMS STREET 
KLING-TITE Automatic Tackers Correspondence Instruction 




















W. L. STENSGAARD & ASSOCIATES, Inc. SCHACK ARTIFICIAL FLOWER CO. 


MERCHANDISE MART 327 W. VAN BUREN ST. 


Window Display Producers and Counsellors Display Decorations and Materials 















































































































































NEW YORK 


THE DISPLAY MECCA OF THE WORLD 























DECORATIVE PLANT CO., INC. MILEO’S 
NEW LINE OF MANNEQUINS 
230 FIFTH AVENUE, NEW YORK Flexible and Rigid Models 


Our newly decorated showroom offers you Factory and Showroom Now Located At 
many novel and unusuai display ideas. 7 West 36th Street, near Fifth Avenue, New York 




















T. C. PALMENBERG, Inc. EINSON-FREEMAN CoO., Inc. 


Most Complete Selection of Display Lithographed Window and Counter Displays 
Fixtures, Forms and Mannequins for National Advertisers 

500 SEVENTH AVE., 37TH ST. STARR AND BORDEN AVES. 

T. C. Palmenberg R. C. Quensell LONG ISLAND CITY, N. Y. 
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In this prize winning window by B. J. Alexander, the 
bellboys, the placards they hold and the lettering on 


the\\placards were all cutout from 14-inch Homasote BUY A CUTAWL NOW 


board with the Cutawl. 





GRAND PRIZE 


For Greatest Number of Points 


SWEEPSTAKES CUP 


For 3 Best Department Store Windows and 


176 of 188 PRIZES 


In the 1935 Window Display Contest 


OF THE INTERNATIONAL 
ASSOCIATION OF DISPLAYMEN 


This parallels the achievement of Cutawl users last year when they won 
Grand Prize, Sweepstakes Cup and 139 of 154 prizes. Consistent and over- 
whelming winnings of this kind is proof positive that with the Cutawl dis- 
plays can be made which not only win prizes but win business. 





No displayman and no store can hope to get the full advertising value out 
of their show windows without a Cutawl. Equally important is that with 
the Cutawl you can produce displays at a very slight cost. It pays for 
itself in a few months. 


ON EASY PAYMENTS 





EXPRESS 
YOURSELF 








13 South Throop Street Chicago >. 
8 ERE RR aS eR AIRES eS 
INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago. 10-35 
Please send full details on Cutawl and Easy Payment Plan. 
EG Seine Lg wiv k Vb A ain Ub op hae Sees cee Oe ER bey: come MLS nec sds kota 
Another prize winner by Mr. Alexander with figure and Address 
lettering cut out with the Cutawl ond mounted on  AUaOS ssc srrcet tart eters ete e etre eee EER rece ener ee eee e nent teeter ete eters 
the panel. OMS Stes el hs Fo ony ck bos cb oa PRP we iM Sa Pe 





Get it now for immediate use in making the 
year's most important displays. The use of the 
coupon below will bring you full details. 


INTERNATIONAL REGISTER CO. 
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